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CONFECTIONERY, Underwear, 
Corsetry, Stockings, Cosmetics... 
axl a Host of simailar products! 


1,060,900 Irce spending y 
women between the ages of 16.44 _ 
who Want more and more of the — 
good things of life. 


1,600,000 ardent readers of 

PICTURBEGOER highly conditioned 

_ te appreciate and desire the products 

you offer and whom yon can reach 

_ DIRECTLY for enly 4/2 per thousand 
female readers per page. 


, e 


‘| 622,000 of PICTUREGOER's jemale 


readers are between 16 and 25: 818,000 e 

are over 25—many of them housewives! 4 ¢ ae re t% @e | i 

Proof that PIETUREGOER extends its ; 

influence beyond teen-age to a large and on _ . ‘ 

vital section of the spending public. - THE ON ATI ONAL 
; rs 
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Write for the 
new ROE 


Brochure on 


OUTDOOR 
ADVERTISING 


Block charges: 
The Federation 


figures 


Sin, A. H. Edney (July 2) 
seems to be in deadly earnest 
when he charges the Federation 
of Master Process Engravers and 
its members with being unpatri 
otic. Their lack of patriotism ts 
evidenced, it appears, by the very 
small increase in the surcharge on 
process blocks, designed to re 
imburse these “self-centred, nar 
row and unpatriotic’ process en 
gravers for the increase in the 
cost-of-living bonus paid to their 
craftsmen. 

It is indeed unfortunate that 
your correspondent did not, on 
his own admission, consult back 
records. If he had studied those 
records (or even the current 
Federation price list), he would 
have discovered that present-day 


IN THIS ISSUE— 
Launching a new product: 
financing the operation—page 53. 
NEXT WEEK: Market Survey of 
Wales and the Border Counties. 


prices of process blocks are only 
5} per cent higher than in 1946. 
Far from rushing to pass on to 
the customer increases in labour 
and material costs, process en 
gravers have been almost in 
decently slow to do so. 

If process engravers had been 
“patriotic” and had pushed up 
prices in 1950 by, say, 15 per cent 
then possibly they could have 
refrained from passing on to the 
customer the increases in. price 
due to operation of the cost-of 
living bonus (and presumably 
have avoided any decrease when 
the bonus has a downward ten 
dency). 

However, here are some facts 


A good product gets the right audience in 


To The Editor.. 


about process engraving of which 
Mr. Edney is self-admittedly un- 
aware: 

(1) Between 1938 and 1953 the 
prices of black-and-white process 
blocks rose only 90 per cent and the 
prices of colour process blocks rose 
only 102 per cent. This, I submit, 
compares favourably with almost any 
other class of manufacture Mr. 
Edney might care to investigate. 

(2) Between 1946 and 1953 prices 
of blocks rose only 54 per cent. 
This slow rate of increase is, if any- 
thing, even more remarkable than 
the increase for the longer period 
given in (1) above; especially in view 
of the fact that in the same period 
1946-53, agreed minimum wages for 
process workers rose from £6 12s. 6d. 
to £8 10s., plus £1 6s. cost-of-living 
bonus—in increase of approximaicly 
50 per cent. This latter figure does 
not take into account the fact that, 
because of the shortage of labour, 
average wages paid are £2—43 in 
excess of the current minimum rate. 

(3) The prices of copper and zinc 
would have to fall very much more 
than they have so far, before that 
fall in cost would balance the in- 
crease in labour cost. Why?  Be- 
cause, as Mr. Edney should know, 
labour cost in process engraving is 
the main factor in determining price ; 
material costs—metal, chemicals, 
etc.—are only a relatively small per- 
centage of the total cost of pro 
ducing a block. 

P. H. KNiGHt. 


2 Mottingham Gardens, 
London, S.E.9. 


Getting on with 


. 
the job 

Sin, -May 1 hasten to tell 
Godfrey McEwan (July 2) of the 
purpose of my remarks at the 
Publicity Club of London's Pub- 
lic Speaking Dinner reported 
recently in your columns 

My object was to support the 
Advertising Association's call for 
trained speakers on advertising 
| stressed the need for a regular 
supply of notes on current adver- 
tising topics to assist these 
speakers in addressing Chambers 
of Commerce and other business 
bodies. 

The value of trained, well-in- 
formed speakers as PROs for 
advertising is recognised in the 
Association’s annual = national 
public speaking contest which I 
proposed at the Clubs’ Confer- 
ence at Harrogate in 1948, 

The return on all this effort will 
be a wider understanding, and 
ultimately a wider use, of adver- 
tising. Is this not getting on 
with the job? 

IVAN F. LUCKIN. 
Publicity Club of London. 


All Enquiries to Head of Advertisement Dept., B.B.C. Publications, Broadcasting House, Portland Place. London W.1 


Raymit ads. under fire 


‘Words bandied in 


haphazard manner’ 

Sirn,—-I was disappointed in 
Copytaster’s review of the Raymit 
scheme, not so much from what 
he said but rather from what he 
omitted to say 

It is agreed that the written 
word must be conducive to reader 
interest and, it is hoped, eventual 
purchase of the product or ser- 
vice, 1 feel, however, that the 
visual presentation of miaterial 
might be considered of greater 
importance. 

It has the initia! function of 
attracting and often retaining 
reader interest. This important 
function, so often Jacking through 
indifferent presentation, must be 
primarily that of the visualiser. 
However excellent written matter 
may be it is of little value if 
those words are not read. The 
corollary to this is that good 
writings are invariably read but 
they are seldom “over-dressed” 
to defeat their purpose. 

I found that of the three 
examples under review, two 
bandied words about in apparent 
haphazard manner and presum- 
ably without due thought to their 
readability or the reader's re- 
action. ‘This form of presenta- 
tion may create a feeling of busy- 
ness, if this is a desirable element, 
but I found the many distracting 
focal points tiresome and not easy 
to follow through the advertise- 
ment. 

An advertisement must “flow” 
as well as being alive and orderly. 
Coupled with compelling syntax 
these points go far to attain the 
confidence of the reader, They 
are basically selling axioms that 
I think should have beea stressed 
in the review and without which 
any printed message may lose 
much of its impact value. 


A. W. Coomss. 
66 Harold Road, 
London, S.E.19. 


Cheaper by HP! 

Sir,—lt Copytaster would 
further examine the visuals for 
“Raymit Clothes Dryer” it will 
be realised that for al] the re- 
search and brilliant copy = the 
Robert Freeman agency would be 
lucky to sell one of this product 
against the other two agencies.. 

But why? The Freeman 


agency had ignored the essential 
of check against brief. Copytaster 
also slipped up in saying, to 
quote, “this agency stressed the 


Jury 9, 1953 


ROE 
OUTDOOR 
ADVERTISING 
LIMITED 


73 Grosvenor St., 20 St. Ann’s Sq., 
London, W.1 Manchester 2, 


IIs. 8d. a week and soft pedalled 
the alarming £63." Alarming! — 
Take a look again--the alarming 
£63 is more alarming at £68! 
Why not a further heading 
“It’s cheaper by hire purchase”? 
A. S. BARTLETT. 
78 Doncaster Road, 
Eastleigh. 


* See Comment—page 48. 


The paper-negative 


process 

Sik,—In John Heron’s interest 
ing article “Simplicity gets the 
Hat Trick” (July 2), he offers the 
opinion that for certain effects the 
bromoil process is well worth 
considering, but suggests that the 
majority of commercial photo- 
graphers to-day are not well 
versed in the intricacies of the 
process which, he rightly says, 
allows the photographer to elim- 
inate some of the unwanted trivia 
and so exercise a certain amount 
of artistic “control.” 

May I suggest that a far 
greater degree of control, and 
one hundred per cent elimination 
of unwanted items, may be ob- 
tained through the paper-negative 
process, which does not call for 
a high degree of artistic ability 
on the part of the operator. This 
process gives prints suggestive of 
a bromoil in style, and they can 
be turned out in bulk like 
bromides, with the added advant- 
ages that no spotting is needed, 
and they can be handled immedi- 
ately without any fear of smear- 
ing. 

In the hands of such a master 
as Harold Ransom, now, alas, 
retired, it could fully rival a 
bromoil, and the process has the 
merit of being easily learned in a 
matter of a few hours. Any good 
commercial photographer could 
easily add this accomplishment to 
his bag of tricks. 


Roy E. G. Macey. 
Advertising Manager, 
Perez (London) Ltd. 


The Listener 


PRESENT WEEKLY NET SALE 134,000 
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He is seeing your Salesman now 


~ 


KY 
\% This salesman is the 
on 


first to get a hearing 
every morning. No 
secretary bars the way. No execu- 
tive is too busy to listen) with 
respect. What other salesman has 


such advantages or produces such 


results 2?) Because its reporting of 


* 


TH 


business news is so complete, 
accurate and well-informed = the 
* Financial ‘Times ” is essential to 
Top Management. Put its adver- 
tising columns to work for you and 
you can be assured of getting into 
thousands of ofhices where impor- 


tant buying decisions are made. 


FINANCIAL TIMES 


reaches Top Management every day 


HENSCHEL, ADVERTISEMENT MANAGER, 72 COLEMAN ST., LONDON 
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VOGUE 


the leading British fashion magazine 


1 ae See 


Se 


for over do years 


: Average net sale 


exceeds i 4 0) ( (} | copies per month” 


ines to June 1953) 


® As certified by Smallfield, Fitzhugh, Tule & Co, (Chartered Accountants) 
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ondon 
pinion 


‘ wR ‘ 
BIG POSTER 
‘ ’ ry. 4 ’ 
FIRMS TAKE 
7 ’ 
OVER 
Two leading poster contractors 
David Allen & Sons Ltd., and 
Mills & Rockleys Ltd.—have an- 
nounced the acquisition of the 
assets of billposting businesses 
operating in an extensive list of 
provincial towns. In both cases 
the transfer of businesses took 
place as from yesterday (Wednes- 
day). 
David Allen & Sons will now be 


handling business in the Ashton- 
under - Lyne, Rhyl, Wrexham, 
Carhsle, Chester, Colwyn Bay, 
Connahs Quay, Bangor, Douglas, 
Earlstown, Formby, Ellesmere Port, 


Llandudno, Ormskirk, Prescot, St. 
Helens, and Waterloo (Lancashire) 
areas 

Poster services in areas 
were formerly operated by the 
Ashton-under-Lyne, Stalybridge and 
District Billposting Co., Ltd., Beech 
Bros. Ltd., Rhyl and District Bill 
posting Co Lid Borough  Bill- 
posting Co. (Wrexhain) Lid., Wrex- 
ham and District Billposting Co. 
Lid., Carlisle City Billposting Co 
Ltd., Silloth and District Billposting 
Co., Lid., Chester and District Bill- 
posting Co.. Litd., Dee Billposting 
Co., Ltd., Kendricks Ltd., Colwyn 
Bay and District Billposting Co., 
Lid., Connahs Quay and Dzistrict 
Billposting Co., Litd., Conway and 
District Billposting Co Ltd 
Douglas and 1.0.M. Billposters Lid 
New Manx Billposting Co., Ltd 
Earlestown and Newton-le-Willows 
Billposting Co., Ltd., Formby and 


these 


District B posting Co Lid., 
Llandudno and District Billposting 
Co., Ltd... Ormskirk, Skelmersdal 


and Burscough Billposting Co., Ltd 
Prescot and District Billposting Co 

td.. St. Helens Billposting and Ad 
vertising Co., Ltd., and Waterloo 


Seaforth, Litherland and Crosby 
Billposting Co., Lid 

A W Aviwurd director ind 
secretary of David Allen & Sons 
Ltd., states: “The businesses in all 
towns will be oneratec Sv our North 


Western area with the exception of 
those in Carlisl ind Silloth which 


will be controlled by our North 
Eastern area So soon a S pract 
able we intend to modernise the 
services tn all towns and to redesign 
and rebuild the advertising station 
Mills & Rocklevs hav juired 
the assets of po r con t n 
Crewe, Nantwich. Oswestry. Sand 
bach, Shrewsbury Wellington 


(Salop), Winsford and Whitchu 
Services 


in these areas 


Competitive TV is staking Us 


4t a “gastronomic farewell” given by 
space buyers and media men 
tiscement manager of Kemisley 


/ 


radio sets, at the Connaught Rooms 
left to right: A. Dorling (8. 7 
(Rumble, Crowther & 
(the J, Walter Thompson Co 

Pemberton Ltd.) J. Barnett (G 
Stinton, Woolley Ltd.) 


next week's 
viously operated by the Crewe and 
District Billposting and Advertising 
Co., Lid Winsford and District 
Billposting Co., Lid.., Nantwich and 
District Sand 


Billposting Co., Ltd 
bach and District Billposting Co 
Lid., Oswestry Billposting Co., Lid 
Wellington and Oakengat 


ing Co Ltd., Shrewsbury and wrapping and packaging 
District Billposting Co., Ltd.. Whit- Kraft the reduction is £11 
church and District Billposting Co 
Lid., and the Welsh Northern Coun per ton for 10 ton lots 
ties Billposting and Advertising Co reels, making the basic price 
Ltd United Kingdom MG 
Because of the acquisition Mills Kraft £80 Ss. per ton 
oranges Ate : Oo rie R 4 a or Ihe reduction for MG 
cently assistant manager in Derby phite papers is £6 £9 per 
will be in charge according to substance 


LONDON OPINION keeps whole 


families laughing — AND 


BUYING! See that this light 


hearted monthly with the 


heavy reader response goes on 


your schedule TO-DAY! 


London 
Fred Slaughter 
Ne wspapers 


assistant ecneral advertisement manager, 


isSive 
PRICE CUT WILL 
AID PACKAGING 
British paper mills have reduced 


their prices for Kraft and sulphite 
papers, which are 


yesterday 
Garland Advertising Ltd.) I 
Nicholas Ltd.) Fred Slaunehte 7 uM RB 
Litd.), Ree Palmer, J. G 
S. Rovds Ltd.) 


and G 


retired vencral adver- 
and Ree Palmer, 


were presé nted with portable 


(Wednesday) 


wick | y 


adve mising agency 


retired 


O farrell 

Hibbitt 
Bouell (Alfred 
Hoey (Napper, 


{1 report of the luncheon will appear in our 


used in 


claim 


Within 24 hours of last 
week's announcement that a 
White Paper on competitive 
TV will be published in the 
autumn, private interests were 
negotiating long-term agree- 
ments for premises suitable for 
the establishment of high 
powered stations comparable 
with those of the B.B.C, 

Despite the initial reaction 
mainly among opponents that 
the scheme was as good as dead, 
there is no indication that there 
has been a change of official atti 
tude; in fact, the Commons have 
been assured by Mr. Crook 
shank that there have been no 
modifications im the Govern- 
ments views 

It the scheme goes through it 
is likely that the Government will 
authorise tne establishment of 
four or. five powerful Stations 
(probably in London, the Mid 
lunds, the North, Scotland, and 
the Bristol area). The operation 
of these would be unlikely before 
1956, but in the meantime low 
powered commercial Stations 
would probably be permitted 

The Television Advisory Com 
mittee say it 1S “quite impossible 
to forecast the likely demand for 
licences,” but so far there have 
heen applications to run 8&8 
Stations 
*% For full news of all the latest 
developments, see next page. 


London 
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LATEST MOVES ON COMPETITIVE TY 


Government lay down the 
‘broad principles’ 


ECAUSE of “a real danger that public opinion is being 
formed without any balanced or detailed knowledge of what | + 
sort of system might be set up” the Government is to publish, 
in the autumn, a further White Paper defining the terms upon 


which competitive television 
might be permitted to operate. 

Some of “the broad principles” 
im mind were announced tn Par 
jament last week 

(1) Phe number of stations 
under any One Ownership of con 
trol would be limited 

(2) It is not likely that a large 
number of stations would be 
licensed in the first instance and 
they would be of low power and 
limited range 

(3) A controlling body would 
be set up to advise the Post 
master-CGreneral on the issue ot 
licences and would see that pro 
grammes conform to the stan 
dards to be laid down, It would 
for example, have power to call 
for a sermpt in advance of pre 
sentation, to warn a station which 
offended ayainst the letter or 
spirit of these standards, and to 
make recommendations to the 
Postmaster-General that the 


‘Watch committee’ 
appointed 


Leeds Chamber of Commerce, 
anticipating Government appro- 
val of commercial advertising on 
television, has appointed a com- 
mittee to consider and be ready 
to report on necessary safeguards. 

Chairman is Geoffrey Hirst, 
M.P. for Shipley, Yorkshire, and 
president of the Leeds Chamber 
of Commerce, with C. W. Banks. 
us his deputy. 

Included on the committee are: 
WwW. LL. Andrews (“Yorkshire 
Post"); Stuart A, Hirst (Stuart A. 
Hirst Advertising Agency); and 
Basil Sheldon (Sheldons  Ltd., 
Poster Advertising, | ceds). 


heence of any particular station 
should) be suspended or with 
drawn 

(4) The owner and operator ot 
a Station, whose licence would 
be at stake, and not the provide: 
of programmes or the sponsor 
would be the person responsibl 
for what was broadcast 

(5) Among other things which 
might be specified in the licence 
or by the controlling body would 
be the Maximum number of hours 
the station should operate, any 
restrictions on the advertising of 
certains products, and the per 
centage of time and the place to 
be allotted to advertising matter 
in any programme 

The White Paper, it was stated 
in the Commons, will enable Par 
lament, and the country, “to 
exercise a proper judgment in this 
essential matter before any final 
decision is taken.” 


J COMPETITIVE 
APPROXIMATE 
POWERS AS REQUESTET 


rT ry 


This map shows the transmitter and frequency channel requirements 
of some of the applicants for competitive TV licences. Rather more 
than SO per cent of applicants replied to a recent questionnaire from 
the Television Advisory Committee Six of them envisaged coverage 
of all the main population centres. It hay been deduced that in the 
very high frequency band applicants would want 3 high power, & 
medium power, and 1O low power transmitters and in the ultra high 
frequency band, 26 high power and 3 low power transmitters. Eleven 
applicants stated no preference 


IF IT COMES ...by Lord Rothermere 


Viscount’) Rothermere, in his granted to a few individuals or 
innual statement to shareholders corporations would place in the 
of Associuited Newspapers Ltd hands of the Government a 
States that a premature introduc 
tion of sponsored — television 
‘would be a travesty of the 
principle of private enterprise 

If commercial television is ap 
proved, he declares, “it is bound 
to have an impact on newspapers 
und periodicals, since the revenue 
must come from advertising 
This impact will affeet the small 
or weak publications more than 
the large or strong. It is possible 
that more publications will go “If commercial television does 
out of existence come we will operate in that field 

“If only a few stations are 9 on the same competitive basis as 
possible at present the privilege we run Our newspapers.” 


patronage which, however fairly 
administered in principle, would 
be bound to be unfair in practice 


“The wisest course would be to 
wait unti! there are an almost un 
lumited number of wave-bands 
covering short distances and then 
allow private enterprise to fight 
it out The stations which are 
the best would survive the 
others would disappear 


‘Someone will suffer’ th... 
say technical experts 


TO positive recommendations are made in the first report 

of the Television Advisory Committee on the allocation of 
channels within the most desirable frequency band (Band II1) 
as between the B.B.C. and competitive television, 


This is deseribed as u most 
important issue, invo.ving ques- 
tions that go much beyond the 
purely technica] aspects.” 

But the Committee offers the 
following observations on pos 
sible illocations 

(a) To allocate the two chan 
nels to comnetitive television 
to cover those residual areas 
yet to be filled in by the 

B.B.C. first programme would 

force the BB to use either 

Band I (if investigation showed 

this to be possible), or Bands 

IV and V, to complete the 

coverage of its first pro 

gramme. So far as our present 
knowledge goes there appears 
to be little demand (by com 
petitive applicants) for cover 
age of those areas by competi 
tive television. Lf subsequently 

a demand arose for joca! 

coverage within those areas by 

competitive television it could 
probably be better met by the 

use of Bands IV or V 

(b) To allocate the two chan 
nels to the B.B.C. exclusively 
would force competitive tele 

vision to use Bands IV and V 

for extensive coverage Uf so 

required) and this would be a 

severe handicap Ihe B.B«A 

has not envisaged the use of 

these channels for its second 
programme, but would = be 
claimants for them if there 
were no prospect of further 

Band Ill channels being 

leased for television 

B.B.C. states that in that event 

these two channels would be 

most valuable for the start of 
its second coverage, the re- 
mainder of which would have 

to be in Bands IV and V 

(c) The two channels could 
be allocated to the B.B.C. to 
complete the coverage of its 
first programme; and at the 
same time to competitive tele- 
vision for use by the three or 
four high-power stations. This 
would enable competitive tele- 
vision to make a= start on 
extensive coverage (if so re 
quired) and the BBC. to 
complete the coverage of its 
first programme, both in the 
most economical way 

Ihe Committee state that 
Band IIL cannot provide both a 
complete second B.B« pro- 
gramme and coverage of exten- 
sive areas by competitive 
television 

“One or the other, or both, 
must suffer,” it is added 

Any arrangement which would 
not give a home market for Band 
II] receivers would react un 
favourably on the ability of the 
radio industry to export 
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ADVERTISER'S WEEKLY 


‘Increased use of advertising makes it 


vital to maintain public confidence’ 


‘DECLINING STANDARDS’ DANGER 
WAS STOPPED LAST YEAR 
—Retail Trading-Standards Assn. 


“In these day. of increased use of advertising by a growing 
number of trades, it ts vitally important to maintain the public 


confidence in the advertising columns 
paign begins ever so slightly to erode that confidence.” 


One misleading cam- 


This 


comment is made by Ronald Schofield, chairman, in his report 
to be submitted to-morrow (Friday) to the annual general 
meeting of the Retail Trading-Standards Association 


seceeeeeeeeeeee 
Customers are 


expecting ... 

“Customers are becoming 
much more exacting in their 
demands for lasting quality, 


especially where tax inflates 
the price.’ Mr. Schofield 
states, 


“Specifications that passed 
muster at low prices pre-war 
will not do so: to-day when 
they cost so much more. 

“Industry must raise itse 
sights, especially on shrinkage ¢ 
and on colour fastness to light § 
and washing, to meet this in- 
creasing customer insistence 
upon durability and service 
ability of the goods we sell.’ 


. 


Mr. Schofield 
prestige and 
Association has 


states that the 
influence of the 
never been at a 
higher level He adds “Our 
aims are, firstly. that merchandise 
should be sold by name and that 
the name should have a definite 
and determinable meaning 
secondly, that false and mislead 
ng announcements and untar 
selling methods should be stopped 
by the trade itself. because al! 
trade suffers by the loss of good 


will that ensues from such 
methods 

“With the publication of trade 
terms tor household textiles and 
for furniture, by far the greater 
proportion of terms used in the 
non-food field have a clearly 


@ Continued on page 79 


Charrington’s new ad. department 


Charrington & Co., Ltd.. have 
established an advertising depart 
ment at Brewery. Mile 
Bourdillon 
came down 
from Oxford 
in 1949 and 
jomned Im 
perial To 
Com 

Lid 
In Augus 
h c 
joined Chat 
rington’s 

He has de 
signed a new 

Ilo by 
Remembers ” 
counter ¢ ird 
on which a 


nchor 


End. under T. B 
Bourdillon 


Mr 


bacco 


T. B. Bourdillon "*™S photo 
graph = links 
with the 

neat big national sporting event 

New pictures for insertion are 

dispatched to publicans well in 
idvance of the date when the 
change should be made. The first 


card featured the Test and the 
second the Silverstone meeting 
Display manager is P. F. Hay 


ward McNally 
Mi MEN illy 
and promotion 
Simpson's, Piccadilly 
During the war he was exhib: 
tion manager and later took 
charge of 
Britisn poste: 
propaganda 


advertising 
manager ot 


Was 


Sdies 


at our em 
hassies in 
Lisbon ind 
Madrid. H 
was exhib: 
tion organ 
;B¢€ § ‘ 
Philips Ele 

trical Ltd 


technical ad 
viser to the 
6th Inter 
national 
Congress ol 


P. F, Hayward 


McNally Ra dio logy 

Ex hi bition 

Secretariat, and chairman of the 
Incorporated Society of British 


Advertisers’ Exhibition Commit 


tee, 1952-3 
As P.R.O. Charringtons have 
W. A. O'Donnell, who has been 


n Fleet Street for 30 vears 


GIFT SCHEME OPPOSITION GROWS 


Following correspondence with 
the Bristol Grocers Association 
the 850 strong local branch of the 


Independent Traders Alliance 1s 
to be recommended to join in op 
Position to gift schemes RK. J 
Trevis, chairman, pointed out 


that while, 
hardwa 
monyzers 
hit by 
might 


at present, it was the 
and iron 
who were most severel\ 
the tree gifts, other traders, 
find themselves affected if 


dealers 


the challenge were not taken up 
now 


‘Woman’ passes 


. . . 
2's million 
Latest VB 


Odhams’ “big three’ 
sales of Woman have 
passed the 24 million mark. 
claimed as a new world record 
for weekly women’s magazines 


figures hor 
show that 
rea hed and 


Both IWlustrated and Jolin Bull 
have made substantial advances 
during the first half of 1953 

The average Week sales of 


Woman. 2.550.712. show an in 


179.847 compared with 


crease of 


the previous six month 

In five vears its weekly sales 
have imereased by nea 1} mil 
lon copies, the corresponding 


fivure in 1948 being 1.086.914 

Odhams again give an average 
for 24 weeks only for //lustrated 
excluding the ¢ Aceptiona sales for 
the two Coronation issues (dated 
June 6 and 13), so that 
can have an accurate 
of the normal weekly sale 

The 24 weeks’ figure for 
Mlustrated 1s VAO9 N62. an in 
IY R11 copies a week 
over the previous six months, I 
the two Coronation for 
which there was a restricted print 
order, ate included the 
figure 1s 1,144,594 

An increase of 62.394 copies a 
week during the months 
is Shown by whose 
iftest fivure ts 


idvertisers 
assessment 


cause ot 
Issues 


net sales 


Pust six 
John Bull 
1.091.463 


‘Vogue’ ad, rates: 


No change 
Rumours that the adv¢ riisement 


rates of Voeue are to-be increased 


neat month are refuted by 
Reginald A. b. Williams, adver 
lisement director, Condé Nast 


Publications Ltd., as entirely un 
tounded 


‘Daily Sketch 
sales leap 


Ciuculation of the Daily Sketch 


(previously Daily Graphic) has 
imereased by 41 per cent in Six 
months. December sale for the 


Daly Graphic was 688,000 a day 
June figure for the Daily Sketch 
was ¥931.000 
Lord Rothermere. in the chan 
man’s address at the annual meet 
ing of Associated Newspapers 
satd 
Although the trading position 
of the Daily Sketch has consider 
ably improved since the take-ovey 
it will be time belore we 
ean expect to establish this news 


STIG 


paper on the same firm basis as 
ill our other newspapers. In the 
intervening period its establish 
ment will be a charge on ous 


carnings 
“National advertisers have been 


quick to avail themselves of the 
opportunitie, provided by this 
enterprise of your company, and 
1 am confident you may look 
forward to) progressive develop 
ment in this direction,’ 


“WEEKEND MAIL’ 


With the casing of restrictions 


the Weekly Overseas Mail is 
changing its name to Weekend 
Mail with effect from. to-day 


(Thursday) 


The circulation of this weekly 


has risen within the past) year 
from under 100.000) to ever 
1,500,000 copies per week, and 
ihe new name, i ts clamed, 
should help the paper to forge 
ull further ahead 

Ihe advertisement rate, which 
is at present £6 per sc. inch, will 
he imecreased to £8 per sc. inch 


from September | 


Clubs’ Conference 


will 


Robertson 


of organised 


I J. Robertson, president of 
the Advertising Association, will 
open the Advertising Clubs’ Con 


ference at Harrogate vith a 


speech on the future of organised 
advertising 

The Conference is from Friday 
September 25 to Monday. Sep 
tember 28 Mr Rx tson's 
choice of subject is an ation 
of the lines which the Confer 
ence programme will follow: the 
future of organised advertising 
as represented by the ition 
ship between the advert » and 
publicity clubs of Great Hritain 
and the Advertising A ation 
will be discussed in a pects 
ind at severa! sessions 

Another prominent fi who 
will take part in the Conterence 
s the Marquis of Anglese, pres 


survey future 
advertising 


dent of the North Wales Publicity 


Club, who will take the chair at 
the third session, concerned with 
the “Promotion of Club Member 


ship and Finance 


Tie Week: Sales up 
Figures so far to 


that this 


hand show 


years National ‘lie 
Week, run by the Tie Manufac 
turers Association, was more 


successful than last 


paign, despite the 


yeurs cam 
fact that it was 


held during the week following 
the Coronation This is the first 
time that the campaign = has 
been supported by national ad 


vertising 
the country 
tics were 


Reports from all over 
indicate that sales of 
greatly increased 
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ISBA president slams ‘nonsense talked 
about advertising’ 


‘WE STAND FOR’ EFFICIENCY 


AND 


HONESTY, NOT NIGGLING CONTROLS’ 


A vigorous reply to the “nonsense that is talked about adver- 


tising—even in the highest circles”’—was given by P. G. E 


* 
“e 


Warburton, newly-elected president of the Incorporated Society 
of British Advertisers, at the luncheon which followed the 


Society’s annual meeting. 


Mr, Warburton, who is chair 
man and managing director of 
Richard Hudnut Ltd. and associ 
ated companies, told a distin 
guished company representing a! 
phases of advertising and publish 
ing, at the Park Lane Hotel 
London 

“I would like to begin my year 
of office by saying that I 
that advertising, properly used, is 
a very valuable part of modern 
civilisation and the motive force 
of nearly all business in free 
countries 

‘L say in free countries, for ad 
vertising offers free 
democratic manner 
place in dictatorship states | 
make this simple statement be 
cause so much nonsense is talked 
about advertising, even in the 
highest circles 

“Advertising inp the United 
Kingdom has made great progress 
in honesty and efligency during 
the half century of our Society 
activity and we will do all we 
can to help this forward 

“The LS.BA 


believe 


choice in i 
and has little 


stands for the 
improvement of advertising in 
honesty and efficiency, not by 
niggling levislation and efhetal 
stifling controls, but by the pro 
education of all 
cerned in it and intelligent co 
operation between all parties 
“Examples are the Code of 
Standards of Advertising Practice 
established by the International 
Chamber of Commerce; the Codk 
of Standards in relation to. the 
advertising of medicines and treat 
ments; and the Code of Stan 
dards covering cinema sereen ad 
vertising The LS.B.A. has co 
operated with other organisations 
concerned inp drawing up and 
administering all these 


RTENSIVE con 


Interest in research 


“We 
complete 
media,” he 
A.B4 for 
and magazines, we 
see added some 
measurement of the 
technical press 

“We applaud the forthcoming 
book “Outdoor Advertising’ by 
Messrs, Svkes and Nelson as a 
constructive study of its subject 

“We are greatly interested in 
current researches into poster and 
cinema advertising and the Hulton 
surveys.” 

A matter that had taken some 
of their time tn the past year and 
would, no doubt, take more in 


continually seek 
information 
continued 
general 


mor 
about 

y lo the 
Newspapers 
would like to 
qualitative 
trade and 


the future, was commercial tele 
The Society was | 
divided as the general 
(and even political 
appeared to be about 


desirability of commercia 


vision prob 
ibly as 
pu ’ . 


part es!) 


youdcasting and television, but 
! they came, the LS.B.A. wanted 
to ensure that they were operated 
in the best way for the public, in 
cluding the advertisers The 
LI.P.A. and LS.B.A. had collab 
orated in drawing up proposals 
which had been praised by the 
Assistant Postmaster-General 

If some of the people 
write to the papers about 
sored television’ would spend Is 
on Television: the Viewer and the 
Advertiser and read it, they would 
be much happier.” Mr. Warbur 
ton observed 


who 


“spon 


In connection with television, 
my letters from America, Hong 
Kong and other parts of the 

rid show clearly the 

good of th 


‘ndous effect 
Magnificent radio and television 


P. G. E. WARBURTON 


Coronation broadcasts on millions 
vho are not Her Majesty’s sub 
jects 

“Advertisers have been encou 
aged by the better supply of paper 
which has eliminated most restriec- 
tions on direct mat! and press ad 
vertising As papers and maga 
vines expand and carry) more 
advertising, we can reasonably 
expect reductions in and 
have noticed with pleasure that 
some publishers have taken some 
action in this direction 

‘Most of our member firms are 
ly interested in export trade 


rates 


t ready 


direetly 


E. PHILLIPS 


and we are all well 
Britain would 
without it 


aware that 
quickly starve 
Britain’s commercial 
greatness was built by private 
enterprise trading with all 
world While secking marke 
overseas we do well to preserve 
our tradition of according 
dom to foreign enterprise here, 
that British production 
can Stand on its own feet without 
charity or cossetting, prov ded it 


tree 


confident 


s given the chance! 


Interest in brand names 


“As advertisers, we are greatly 
interested in brand names and in 
trade names. It is unwise to invest 
money and eflort in building up 
yoodwill for products if the pub 
lic cannot be sure of ODtaining 
these products when they ask for 
them by legislation and 
public morals have done much to 
eliminate the pirating of trade 
marks, copyrigt and brand 
names. But it is also important 
io us, as that the 
public should believe that brand 
names imply a warranty of 
quality by the manufacturer. That 
is Why we welcome the Merchan- 
dise Marks B Its Main purpose 
is to strengthen the existing laws 
against misleading marks, descrip 
tions ind advertising This 
Society is strongly in favour of 
iny steps that promote the prin 
aiple of “Truth in) Advertising’ 
ind give the public ground for 
confidence in advertised goods 

Some 


anxiety 
sponsible 


name; 


ive I 


s felt thay irre 
prosecutions might in- 
volve trade mark owners tn legal 
costs that could not be recovered 
We hope that will be 
met by imendments in 
Committe which w assist the 
successful litigant to recover costs 
and tighten up some definitions in 
the Bill.” 

Lord Mancroft the chief 
speaker, who had introduced the 
Merchandise Marks Bill in the 
House of Lords, emphasised that 
if constituted no threat to the 


such fears 


minor 


LORD MANCROFT 


honest advertiser. It was designed 
to hit the few rogues He in- 
Stanced one misleading descrip- 
tion he had encountered in his 
investigations--“Less than half 
the price you normally pay for 
a woollen dress.” So it was. It 
was also less than half the price 
one would pay for a Rolls Royce 
Of course the frock wasn't a 
woollen dress any more than it 
Was a Rolls Rovce 

Speaking of 
Vision he asked 
be supposed that all the accur 
icy and good taste which are 
associated with advertising should 
disappear the moment it gets nea: 
i television set?” 

Lord Mancroft. who is a noted 
champion of the anti-litter cam- 
pargn, said that one thing could 
be said for television which could 
not be claimed for other media. 
Fighty tons of it could not be 
left lying around in Hyde Park on 
a warm summer evening 
that Shell and 
BP. were devoting some part of 
their advertising to persuade folk 
whom their petrol took into the 
country to remember to keep the 
country tid He hoped other ad 
vertisers would help similarly 


commercial] tele 


“Why should it 


He mentioned 


Removing the stigma 


W. E. Phillips, assistant manag 
ng director of Arthur Guinness 
Son & Co (Park Royal) Ltd.., 
who, with Sir Harold Bowden, 
the retiring pres dent. was elected 
a Viee-president, proposed — the 
toast of the visitors. Speaking of 
the Merchandise Marks Act Bill 
he said the Society welcomed 
practical steps by way of 
tion which would help remove 
any st from the honest 
trader, and would prevent the few 
unscrupulous ones benefiting at 
his expense 

Responding. C. EF. Wallis, chair 
man and managing director Asso 
ciated Hitfe Press declared 
roundly: “In spite of a lot of 
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ill-considered criticism I do not 
think there is very much wrong 
with British advertising or with 
British advertising media. There 
is room for improvement—there 
always ts, in everything 

“All of us in advertising who 
are worthy of our salt are strivine 
for improvement in copywriting, 
salesmanship, and merchandising, 
and the publisher is striving also 
to improve his publications and 
Live better and better value to the 
adve rtiser 

“We can congratulate ourselves 
on the fact that while the adver- 
tiser is one of the basic economic 
factors which make publishing 
possible, he has never, in’ this 
country, attempted to sway 
editorial opinion or influence the 
content of the papers.” 

This understanding was of vital 
importance. It would be a sad 
day for all if it ever ceased to hold 
true 

The Council 
paicachadeaettsictaty 

The 1.S.B.A. council for 19§3- 
$4 is: Lord Mackintosh of Hali- 
fax (John Mackintosh & Sons 
Ltd.), Dr. W. F. Felton (Ronuk 
Ltd.) Wallace N Ormrod 
(Vantona Textiles Ltd.) R. I 
Maxwell (Smith & Wellstood 
Ltd.), E. C. Bowyer (Society of 
British Aircraft Constructors 
ILtd.), George H B Wilson 
(Raleigh Industries Ltd ). Sir 
Basil R. G. Tangye (Tangvyes 
Ltd.) TT. M. Niven) (Mechans 
I td.), W. J. Morgan (The Machine 
Too! Trades Association). Leslie 
Gamage (General Electric Co., 
Ltd.), W. B. Chivers (Chivers & 
Sons Ltd.), Clifford J. Harrison 
(Horlicks Ltd.) C. G. Browne 
(Hove Corporation), N. F, Fabri- 
cius) (Beecham Group Ltd), 
Robert Martin (Bob Martin Ltd), 
FE. W. Hague (Thos. Firth & John 
Brown Ltd.) John Ryan (The 
Metal Box Co., Ltd.) R. M 
Evans (Imperial Typewriter Co., 
Ptah). C. < W. Havell (The 
Imperial Tobacco Co. (of Gt 
Britain & Ireland) Ltd.), 
Brigadier T. Carleton Harrison 
(Gillette Industries Ltd.), F. D 
Morre!! (Unilever Ltd.) 


* See Mainly Personal, page 76 
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A section of the large gathering who attended the LS.B.A.s annual luncheon 


‘Daily Herald’ break new ground 


with media planning guide 


20 MARKETS ANALYSED: 
COMBINATIONS OF FIVE 


CHEAPEST 
PAPERS 


A “Quantuplication” survey, designed to help the space 
buyer decide which combination of the five most popular 
national dailies will enable him to reach the largest market 
most economically for twenty different grocery products, has 
been produced for the Daily Herald by the research depart- 


ment of Odhams Press. 

“Quantuplication” is the word 
that has been specially coined to 
describe overlap—i.e. duplication, 
triplication, ete.—in the five 
papers, the Daily Herald, Daily 
Mirror, Daily Express, Daily 
Mail, and News Chronicle 

The survey is claimed as some 
thing new in that it shows 
readership in relation to spend- 
ing. The statistics provided were 
obtained during research into 
Daily Herald readership related 
to the 20 commodities each of 
which has been the subject of a 
separate brochure issued by the 
Daily Herald during past months 
In the mew survey. however, 
figures for the other four papers 
are also given 

There are four tables for each 
commodity The first shows the 
share of the market for that com 
modity enjoyed by the Herald by 
ind in conjunction with one 
or more of the other papers. The 
second gives the media necessary 
to reach any given percentage of 
the market, the space costs in 
volved. and the advertising cost 
for every £1,000 of the market 
reached The third shows the 
share of the market which an ad 
vertiser can reach for any given 
expenditure, together with the 
cost per £1,000 of the market 
reached. The fourth shows what 
the cost per £1.000 of the market 
reached Means in terms of media 


itself 


used, the percentage shore of the 
market obtained, and the space 
costs involved 

In each case the basis of com 
parison has been one insertion in 
the following comparable spaces: 
Il in. x 3 col. in the Herald, 
Express, Mail and News Chron 
icle, and 10 in. x 4 col. in the 
Mirror. 

For example, the survey shows 
that the market for biscuits 
reached by the five daihes after 
allowing for overlap totals £44-7 
millions. With the Daily Herald 
alone the advertiser can reach a 
market of £10-1 millions, or 22-6 
per cent of this figure. If the 
Mirror is added, a further 35-7 
per cent is reached (totalling 58:3 
per cent), and if the 
added 249 per cent 
reached, giving 83-1 per cent of 
the total, Table 2 shows that, for 
an advertiser who wants to reach, 
say, 70-80 per cent of the market, 
the Herald, Mirror, and Mail pro 
vide the cheapest combination 

The commodities red by 
the survey are: biscuits. ready 
to-eat cereals, porridge outs, jam, 
marmalade, toilet soap, household 
soap, soap flakes, washir pow 
der, cocoa, disinfectants, floor and 
furniture polish, packet soup, 
tinned soup, sauces, pickles, meat 
and fish pastries, custard powder, 
meat extracts, health crages 

General inferences from the 
findings of the surve claims 


Lupress is 
more Is 


COV 


Talking Turkey 

An appeal for funds for an 
“Eat More Turkey” advertis- 
ing campaign has been 
launched by the British 
Turkey Federation. It is pro- 
posed to cotlect a levy on 
sales from all sections of the 
trade. 

“Never in the history of the 
turkey industry was the need 
for such a campaign more 
urgent,” said an official of the 
federation. 

When the campaign will 
start and what form it will 
take has not yet been decided. 
Much will depend on the 
response to the present appeal. 

It is certain, however, that 
an advertising agency will be 
called in. 

Secretary of the Federation 
is J. F. Hunter, 17 Guildford 
Avenue, Feltham, Kent. 


John  Rosswick, 
manager, Daily Herald, is that 
in the vast majority of cases it 
pays the advertiser of any of these 
commodities to include the 
Herald in his media list. Other 
papers, however, also come out 
well in the survey “We have done 
an excellent job for the Mirror 
and the Express!” he says frankly 
He emphasises that the 
survey is a tool for the space 
buyer It is not designed to 
eliminate his imagination or skill. 
As for space selling Mr Ross 
wick “We believe the best 
way to sell space is to lay all the 
known facts before the advertiser 
and then use advocacy!” 


advertisement 


also 


says 


he figures for the survey were 
obtained by the Odhams research 
department and were mathematic- 
ally computed by Scientific Com- 
puting Service Ltd. 
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News About People 


M. Renshaw as 
deputy to 
Kwart Berry 


Vv. Ewart Berry, advertisement! 
director of Kemsley Newspapers 
announces the following appom: 
ments operating from their London 
office 

Michael Renshaw becomes depuly 
idvertisement director of Kermsley 
Newspapers Lid., while retaining fis 
position as advertisement manage: 
of the Sunday Times 

Harold Thornberry 
the post of London 
manager of the Daily 
hecorn divisional advertisement 
manager of the Kemsley provincia 
ind Scottish morning papers 

R. B. Smalipage, London adver 
tisement manager of the Newcasth 
Evening Chronicle and the Middl 
brough Fvening Gazette, wap 
pointed also divisional advertisement 
manager of the Kemsley provincial 
ind Scottish evening newspapers 

Lawrence FF. Rees, London ad 
vertisement manager of the Scottish 
Daily Record and the Aberdeen 
Press & Journal, hands over tha 
position to his assistant J. P. Chay- 
ton, to take over the London ad 
vertisement managership of | th 
Daily Dispatch 

* 


i lineal h 
advertisemen 
Dispatch 


* * 

In view of the pending retirement 
inthe late autumn of A. G, Swatton 
after SO years service with the firm 
Fk. G. Seabrook has been appointed 
manager of the media department of 
John Haddon & Co., Lid. The ap 
pointment takes effect as from neat 
Monday. Mr. Seabrook has been « 
member of the media department to 
thout 40 years 


Western Morning 
News appoint new 
directors 


W.C. G. Drew, London manage 
has been appointed a director of th 
Western Morning News Co, Ltd 
He joined the firm in 1938 having 
previously been with The Star ad 
vertisement department, and becann 
London manager after the war A 
past president of the Press Adve: 
tisement Managers’ Association, Mr 
Drew ws a council member of th 
National Advertising = Benevolen 
Society and served as chairman tor 
the year 1951-2. He is a member ot 
the N.PLA. and Newspaper Society's 
jOINE recognition committee 

Also appointed a director of th 
company iS Harold Northey, work: 
manages 

* * 

The directors of the Monument 
Insurance Company Lid., announce 
that Roger Falk, director of Mar 
keting Development Company Ltd 
(an associated company of Produc 
hlon-Bngineering Ltd) has been 
appointed to the board of the com 
pany Mr. Falk, was formerly 
director-general of the British Ex 
port Trade Research Organisation 

7 . 

A daughter has been born to the 
wife of Dennis Fritzsche, accoun 
tant with Dolan Davis Whitcomb 
A Stewart Lid. 


5. H. James, who left — the 
Lvening Standard classiticd ads 
department in February to emigrate 
vo Northern Rhodesia is now 
assisting Roger Kelsey late of 
Westinghouse Review to produce 
Roan Antelope and African Roan 
Antelope at Luanshya 

* * 7 

John Milne, account executive 
with Arthur Kmght Co., Ltd, is 
taking up a similar position with 
Everetts Advertising Lid. on Mon 


day 
Marjorie Goddard 
joins T. B. Browne 


With a wide background of bot 
films and radio, Marjorie Goddard 
has jonned T. B. Browne Ltd, as 
manager of them film, radio and 
television department Mrs. God 
dard, who resigned her appoint 
ment with Theatre Publicity Lid 
to join T. B. Browne, was 
viously with the London Press 
hang iS oun executive in 
wrecn oand osadio = department 
During the war she was a B.B« 
niptwriter and producer. Moving 
to commercial radio, she devised 
the first regular half-hour spon 
sored show for a Government 
department broadcast through th 
British Forces and t 
works 


ussociile ne 


* 

James M. Greenwood, jionaginy 
director of Greenwood Advertising 
Lid.. returned last week from a three 
week Mediterranean cruise 
the P. and O. liner “Chusan,”” which 
was im collision with another boat 
on the first day out and had to 1 
turn temporantly to Tilbury M; 
Greenwood pays tribute to the con 
nander and officers for them hand 
ling of the incident. Very few 
passengers were aware of anything 
imiss until they found themsely 
buck in Tilbury, he states 


abroad 


* 

adverts 

nent representative on Men Onl, 

Ss leaving to take up a similar pos: 

ion with the Sumday Pictorial begin 

ning August 4 
* 


* * 
John HH. Blenkinsop, 


- - 
Managing direc 
» Of Farmer and Stock-breeder 

Publications Ltd. and Poultry 

World Lid., and deputy chairman 

Associated Title Press, Sir Richard 

Haddon, has been clected Master of 

th Worshiptul Company of 

Farmers (he was previously senor 

warden) in succession to. Lord 

C ourthope 
Su Richard 


Chairman and 


founder -chatrman 


group at the annual outing of Stuart 


:) 


M. Renshaw 


W.C.G. Drew 


aul now president of the Guild of 
Agricultural Journalists has 4 
cntly appealed for contribution 
to a scholarship fund, the purposes 
ef which are to 

journalists to specialise in 
ands rural = matters ind 
farmers’ sons and students to enter 
th journalistic = profession He 
hepes to receive | £1.000 for 


at icast 
tae fund before the nd oof the 
year. 


CNneoOUrage young 
farming 


attract 


Retiring after 47 
years’ service 
After 47 


years service as manay 
of “contracts” with Walter Hill & 
Co., Ltd., the poster firm, Charles 
Weir has retired His successor is 
R. E. Spice, his right-hand man fo: 
more than 30 years 

* * * 

Mrs. H. P. Juda ("Jay"), fashion 
dior of The Ambassador, who 
thes her own editorial photographs 
was chosen as the Woman of th 
Week for television programm 
Leisure and Pleasur on Tuesday 
Mrs. Juda has travelled more than 
80.000) omiles promoting — British 
fashions. One of her photograph 
was selected by the Encyclopaedia 
Britannica as the world’s — bes 
tushion photograph in 1982 

* * * 

J. Vickers :ecently 
vertisement staff of 
He was previously with the Ci 
house of importers, Acatos & Co 
and prior to this served in the Army 


joined the ad 
Everywoman 


ddvertising Agency to Cliftonville. 


H. Thornberr, 


Marjorte Goddard 


R. B. Smallpage 


Suv Richard Haddon 


R. A. Childers has been appointed 
anager of the Scottish Daily Mail 
Hte yorned the company in 1948. In 
June 1950 he was appointed mech 
inical superintendent of the Dail 
Mail, Manchester ind went t 
Edinburgh last January to take up 
the appointment of assistant man 
izer, 

George A. 
pointed assistant 
Scottish Datly Mai 


* * 
Ben Witkinson, Robert 


breeman Company t is in the 
Middlesex Hospital lavingtor 
Wing, for a short whik hom 
o be about again short 


* * 


Miss Mavis Maybanks, of 
Aldridge Press Lid., ran for Barking 
in the Essex County Sports last 
Saturday and came first in her heat 
ind second in the final 


* * * 


Gordon Forsyth, the editor of 
Popular Gardening has been 
awarded the gold medal of the Hor 
ticultural Society of New York for 
his special article “Flowers for the 
Queen,” which appeared in the New 
York Herald Tribune 


Laskey has been ap 
manager of the 


ISBA executive 


At the first meeting, on 
of the Council of the 
Society of British Advertisers thi 
execulive commitice was appointed 
Members are B. G. Allen (bsso 
Petroleum Company Ltd.) F. W. 
Paul Corbould (Vick Internationa! 
Ltd.), B. E. Kent (Allen & Hanburys 
Ltd.), C. M. Muir (Chivers & Sons 
Ltd.), M. Pick (Arthur Guinness 
Son & Co. (Park Royal) Ltd.) 
A. R. M. Sedgwick (Gillette Indus 
tines Lid.), R. HW. H. Symonds (Th 
Crookes Laboratories Litd.). Sir Basil 
R. G. Tangye, Bart. (Tangyes Lid.) 
W. C. Thiele (Yardicy & Co., Li 
Clifford Turner (Glaxo Laboratory 
Lid.) - Vanham-Payne (C hirl 
Butler Ltd.), H. ‘ Wakefield 
(George Dohic & Son Lid.), Douglas 
Wilson (The United Stee! Compani 
Ltd), C. Alan Wood (Hovis Ltd.) 
C. B. Wrey (The Imperial Tobacco 
Company (of Gt. Britain & Ireland) 
ltd) 


briday 
Incorporated 
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Every week one family out of every three 
* in Great Britain reads the Sunday Pictorial. 
reads the , 
For, with an averayve net sale of well over 5,000,000, 
the Sunday Pictoria! goes into millions of homes 
all over the country. It is read by every 
4 D s a . ‘ ; , 
y adult member of the family on the best 
Sunday Pictorial | 
e 
advertising day of the week—the day they have 
time to read advertisements at leisure, and 
sales messages sink }! Space in the 
7 ’ y Sunday Pictorial is exceedingly economical too. 
every week 
Compared with 1939 square inch per 
thousand rate has in: reased much less thap 


that of any other Sur day newspaper, 
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How ‘Come to Britain’ ads. 
were placed overseas 


ARTICULARS of their overseas press adv 


are given 


in the 25th annual report of the British Travel and Holidays 
Association, for the year ended March 31. 


The Association's campaign in 
America involved 10 national! 
magazines (including Life, Time 
Holiday and National Geo 
vraphic), tive trade Magazines 
two miscellaneous magazines, and 
47 newspapers 

Sunday supplements and special 
travel issues of the following were 
also” used New York Times, 
New York Herald Tribune, 
Chicago Tribune (graphic maga 
zine), Philadelphia — Enquirer, 
Boston Globe, Loy Angeles Times, 
Washington Star, and Cleveland 
Plain Dealer 

Ihe Canadian cainpaign fol 
lowed the pattern of the previous 
vear by commencing in the sum 
mer with imsertions tin a group 
of six farm publications, These 
carly advertisements aimed at en 
couraging the farming public to 
visit Britain in “after-harvest” 
months. The main magazine and 
newspaper campaign started in 
November and featured “Britain 
in Coronation Year.” Media —-24 
newspapers, 10 national maga 
zines 

The media list in the Latin- 
American campaign was confined 
to the Portuguese and Spanish 
editions of Readers Digest and 
Vision, with the addition of the 
new Spanish edition of Life. In 
the ecarher advertisements the 
emphasis was laid on the Coro 
nation, but this was followed in 
later insertions by the general 
“Coronation Year” theme. 

Belgium: Five dailies covering 
both French and Flemish speak 
ing communities carried the Asso 
ciation’s campaign during the 
spring and summer 

Finland: A special advertise 
ment rar in the English edition 
of Unusi Suomi in July during the 
Olympic Games, urging visitors 
to the Games to see Britain before 
returning home 

France: The media list was in 
creased to include motoring and 
cycling publications, in addition 
to general magazines 

Germany: For the first time 
since the war, “Come to Britain’ 
advertisements appeared in Ger- 
man magazines and newspapers 
In all, five magazines and 11 
newspapers were used. The cam 
paign ran from May to July tn 
clusive and was resumed with a 
greater number of insertions in 
carly spring 1953 

Holland: The cight national 
dailies used in the previous cam 


Paign Were used @gain to carry 
insertions from April to July in- 
clusive. Early spring advertising 
was resumed in March 1953, and 
in addition three magazines were 
added to the list of media. 

Italy: A smal! campaign ran in 
three Magazines during May, 
June and July. 

Portugal: A concentrated cam- 
paign appeared in four of the 
leading publications during June 
and July 1952 

Switzerland: With a break in 
July 1952, the campaign ran from 
April to August, using three illus- 
trated magazines and four news- 
papers and was resumed (with the 
( oronation Year theme) in March 
1953. 

Scandinavia: In addition § to 
direct advertising placed by the 
Association in Denmark, Norway 
and Sweden, co-operative schemes 
were again carried out with: 
United Shipping Company, Den- 
mark; Swedish Lloyd = Co., 
Sweden; Fred Olsen & Co., Nor- 
way; Bergen Steamship Co., 
Norway 

During April 1952 a special co- 
operative scheme was arranged 
with B.E.A.. S.A.S.. and Swedish 
travel agents. A similar scheme 
was undertaken with B.E.A., 
S.A.S. and Danish agents in June 
and July 


Press publicity 

Ihe annual report states 

‘The home press devoted more 
than 13,000 column inches of 
editorial space to the Associa 
tion’s efforts and there is no 
doubt that it is to a great extent 
through the medium of press pub 
licity that tourism is now gene: 
ally accepted as an essential fea 
ture of the national economy 

“Nearly 200 feature articles. 
the majority illustrated with 
photographs from the Associa 
tion's own photographs library. 
were produced for overseas news- 
papers and magazines. In addi- 
tion, Many Overseas press repre 
sentatives were supplied with 
background material 

“There was greater concentra 
11on On press publicity in Com 
monwealth countries and there is 
evidence that this has produced 
excellent results, particularly in 
Australia and South Africa. A 
new features service was estab- 
lished mainly for publications on 
the Continent.” 


The reception section of Howards Press Advertising Lid.’s new branch 

offices at Kingston-upon-Hull, which were opened on Tuesday. John 

Wardle, Hull branch representative, is in charge and will be available to 
handle the company’s interests on the entire area. 


PARTICULAR PETE SAYS._ 


Pm known as Particular Pete bocsase 


1 give that (rection more 

OF care and shel! chat others 600 |. 
Because | know (ui! weti 

That liethe extra (own always 
alps the car to cof 


ve learned 2 lot = tharty years, 


Se while | can 1 do my bow 
for Austin come you wee, 
By dong right by Austin. 
Ven doug reght by me 


AUSTIN | A 


oun a G 


PETE WILL WORK 
FOR QUALITY 


On Monday the Austin Motor 
Company Ltd. inaugurated a 
works relations scheme to build 
even greater quality into Austin 
vehicles 

For this purpose they have 
created a character named Par- 
ticular Peter, “an ordinary work- 
ing chap who thinks for himself.” 

Every week a different poster 
will be put up round the works 
(the first is reproduced above) 
stating in rhyme the thoughts of 
Particular Pete, and the manage- 
ment is inviting Austin work- 
people to contribute to the 
scheme with their own rhymes 
for the best of which a weekly 
prize of £S is being offered 


July issue of Distribution of 
Electricity, bi-monthly published by 
W. T. Henley’s Telegraph Works 
— Ltd., is the 2Sth birthday num- 

r. 


DOWN ON 
THE FARM 


With the holding of the Civic 
Farm Visit at Darlington, Ernest 
E, Milner, north regional public 
relations officer of the National 
Farmers’ Union, has now covered 
most of the important industrial 
centres of the seven northern 
counties with this type of farm 
publicity. 

The visit of the Mayor and 
Mayoress of Darlington together 
with over 70 prominent leaders 
of industry, labour, commerce. 
professions and social bodies. 
attracted much attention in the 
local and national press. 

The Farm Visit was unique in 
many respects for it was one of 
the few where an elaborate irriga- 
tion system is operated and per 
mits the farmer to lay on arti 
ficial rain over more than 100 
acres of his grassland. In addi 
tion the Mayor and other leading 
citizens were able to see grass 
being cut and artificially dried and 
also made into cubes and grass 
meal. All the visitors were pre 
sented with a special brochure 
produced by Mr. Milner which 
apart from a description of the 
farm, gave some valuable infor- 
mation on the agricultural indus 
try generally and its relation to 
the consumer public. 


Dinner on the 
water 


W. John Merrick, vice-chairman, 
and T. Sherman, secretary, repre- 
sented the Liverpool and District 
Publicity Association when the 
press and B.B.C. were entertained 
by the Mersey Docks and Harbour 
Board to a cruise and dinner on 
their yacht “Galatea.” A. G. Jeans, 
chairman of the Press Association. 
was the principal guest. 
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PREC ISON GRINDING 


i daily indikation of 

vw mn ite the Uhique'position of 

Sse tsa the paper in the Mid- 
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| eee pes advertising men — 
especially buyers of 
space—know that the 
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To cover the Midlands first cover Birmingham 


j The Birmingham Post 


38 New Street, London Office : 
Birmingham, 2 88 Fleet St., E.C.4 


Branches at Blackheath * Bromsgrove © Coventry © Dudley © Kidderminster * Leamington Spa = Redd Tamworth * Walsall and Wolverhampton 
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ADVERTISER'S WEEKLY 


OMMENT Sra i ee 


WANTED, A FILM 


A reader recently asked “Adver- 
tiser’s Weekly” if there was 
available a film that would 
demonstrate the “how” and 
“why” of advertising to a lay 
audience. He wanted it for a 
trade association conference. 
Ihe answer had to be that no 
British film of this kind exists. 
It is high time one was made. 

lo promote understanding of 
advertising by talking about it 
in oublic is useful. To show 
by a film the processes by 
which an advertising campaign 
is conceived, planned = and 
executed would be far more 
eflective, 

Ihe success of the LILP.A. 
“Whiskoff! exhibition proved 
how valuable visual presenta- 
tion can be. But a film can 
do much more than an exhibi- 
tion. It can depict people in 
action; it can be cheanly and 
easily transported; it can be 
shown in almost any audi- 
torium. 

ibis idea should be borne in 
mind when the oublic relations 
campaign recommended by the 
Advertising Association Deve- 
lopment Committee reaches the 
planning stage, 


Postscript on ‘Raymit’ 

The “Raymit” advertising exer- 
cise in print just concluded in 
“Advertiser's Weekly” has, in 
its way, made history. 

One cannot recall any previous 
occasion when three good 
British agencies have demon- 
strated publicly how — they 
would each tackle a specific, 
hypothetical advertising prob- 
lem. 
he exercise has aroused keen 
interest. li has = provoked 
enthusiasm and friendly criti- 
cism. It has made readers 
think and argue about the tech- 
nical issues involved. Those 
who by their contributions 
made it possible have thus 
done a service to advertising. 

They deserve praise not for 
the highly competent work 
they did, which was expected, 
but for their courage and 
public spirit. 

One important function of a 
journal such as this is to show, 
by precept and by example. 
how good = advertising is 
planned and produced. — This 
educational service if can only 
uive with the aid of the experts 
and = = specialists among its 
readers. Such co-overation has 
been admirably exemplified by 
the “Raymut” exercise, 
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OUR 


LINE? 


I'S not good enough to 

answer simply: “I'm = an 
advertising man.” The man 
who carries a sandwich board 
along Oxford Street can legally 
call himself that: so, if he 
chooses, can the tout who 
pesters shoppers: so can the 
“barker” in a circus. 

Are you “an advertising 
avent?’’ No. In the work that 
ou do on behalf of your clients, 
you act as a principal, not as an 
agent; and the law regards your 
ictS in that light 

What, then, are you? Let me 
issume that you were determined, 
at the outset, to make advertising 
your career: that you became a 
member of the staff of a firm ot 
Registered or Incorporated Prac 
titioners in) Advertising that 
after some years in that’ firm, 
learning all you could, you rea! 
ised how much more you wanted 
to learn, and accordingly, en 
rolled for the Institute’s lecture 
courses; and finally, you entered 
for, and passed, the Institute's 
series Of examinations, What are 
you then? Take a deep breath 
and say it: “Lam an Associate 
of the Institute of Incorporated 
Practitioners in Advertising.” 

Phew! 

\ medical student who passes 
his Conjoint Final Examinations 
does not have to describe himself 
as AN Licentiate of the Roval 
College of Physicians and a 
Member of the Royal College of 
Surgeons.” He says, simply: “Pm 
i doctor” and ever\ body knows 
what he means; just as they know 
what it means when a man says 


Im a soheitor’: of “Vm a bar 
rister’; or “Pm an accountant.’ 
* * * 


What have those = popular 
names im common? Thev are all 
abbreviations” used in place ot 
ponderous academic titles; and 
are all “invented” words, deliher 
itely created to identify, as simply 
is possible, people engaged in a 
particular occupation, and to in 
dicate that such people have the 
special training and qualifications 
needed to do their work properly 

All those words were coined 


by the people engaged in those 
occupations, in the sixteenth cen 
tury the time when the English 
language was most exuberant 
alive” and uninhibited. Are we 
too self-conscious to do to-day 
what they did then? In othe: 
words, shouldn't we now be think 
ing about creating the “popular” 
word which we sha'l soon need, 


SESSA E 2 & 
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Robert S. Caplin. 
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if we do not already need it, to 
describe to the public what our 
job is and to indicate to them our 
special training and = qualifica 
tions? 


The word we shall need wii! 


have to be coined; and a coined 
word, at first hearing, is bound to 
sound strange Nevertheless, let 
me start the ball rolling. What is 
the word we should try to build 
around? Surely, the word “adver 


tising.” We already have the 
word advertiser”: the word 
advertiser (cf. mortgagee, 


mortgagor; Jessee, lessor) would 
have much to recommend jt; but 
It is impracticable because it ts 
too close in sound to the word 
advertiser.” 


Advertant? Horrible! il 
practor?”” Sets my teeth on edgc 
But what about Advertor’ It 


has the virtue of being short: it 
indicates its ongin: and it can't 
be readily mistaken for another 
word. It ts neither particular! 


iy 


cuphonious nor brilliantly 
descriptive; but is “doctor” (how 
does he doc™?) or “solicitor” 


(1 have a brother who “solicits” 
in Piccadilly!) or “barrister?” 

If vou don't like the word i 
have suggested, what about you 
thinking one up? 


@ Plans are reported for an 


extensive new readership 
survey covering all sections 
of the press. 

@ The sales battle between the 
leading ice-cream manufac- 
turers 1s being stepped up in 
seaside resorts with new 
lines and more display 
material 

® Several big British concerns 
are taking an interest in a 
new paper application an- 
nounced in the States which 
will be used for making a 
wide range of products, 
from paper bathing suits to 
seat covers for cars. Millions 
of dollars are to be spent on 
initial advertising campaigns 
in America. 

@ Publication of the Labour 
Party's plans for further 


nationalisation will lead to 
extensive “free enterprise” 
publicity during the winter 
months 


@ New development in “free 


enterprise” campaigning in 
the autumn will be the 
launching of a magazine 
crusading against state con- 
trol and state ownership. 


@ Rainwear advertising will be 


intensified next 
Several manufacturers are 
mviking raincoats incorpor 
ating novelties to be fea 
tured in advertisements 


season 


© it will be “some months” 


before the results are known 
of the Advertising Associa- 
tion’s inquiry into chloro- 
phyll. 


ROUND TABLE 


FASHION’S FIRST AND FINAL WORD + HAS THE CREAM OF FASHION READERSHIP 


Harper 


9 


The National Magazine Co Lid. 


28 30 Grosvenor Gardens, London, S.W.1 


ad el el el OO A 


“ee 6 * 8 8 es" es 
etetatetetaterotere® 


. 
-* 


AMO, 


+ + 8 ee 


x 


Ne 


‘a 
_- 


late eee ee 6 6 6 8 6 6 6 6 6 6 6 6 6 0 8 0 9 4 28.8, 


Ped a el et 


=e RA AAAS 


af i lias Lienert: e 
“ . “2, 
. ‘ ootee 
: eC = Jury 9, 1983 
- * 
|  @ 
a 
: * 
, “ets 
J 
5 i >. 
a °°, 
°. 
| ‘plitellbenicnexsastasbeadinmsaabids % a 
ms 
i “. 
oe: *,, 
*.*, 
°, 
3 
. a 
v0 
a « 
a 
h x 
? 
pave . 
te 3 
i d *. 
| ms 
; : 
o 
ont 
a és Po 
_ 3 
: 
ie a PF | 
a 
a a a 
‘ a ae es hee gga gs g ; See " ; g - ¢ » fee 
the pies sr bd £2 2 f a se ae f ; ge &, ied Le { : F | e gee, ie 
pee ae ee ie : oe, See oe a ee 
ee pe 
| — 7 
: a 
2 ee 
a 4 - " y : >: t- a ~ =o i ee. a * wy ac ™ 7 Ss 
ee Br ees se 2 me a ke a a k ail B -3 ie = ay: ar Zu i fess 
thy. Sills GS en aa l= ere a at: Ce Tires aie aay a ee 


ae a : = ya 
Sh : 7 & - 


RES OOOO oes receseats POI IO ra a OO ON sesestatatatatatatatevatavatetenetereatererermerarrsre rere arti r etetetttat Cite ehate ates en SERIO 


| PERLREPERLERELEELREBEERLR 


ened i Ce: 0dll 


SERA ROR 


“ye 
INGE ; 


a a oally f 
sansa ns sotisosesess laseeseusaeieasasiestanecesnyeeetyiseet tence 


sna Att na 


stateteverenener= 1 tes 
BULL and 


ky Ste ae 


for WOMAN, JOHN 
Jan.—June, 1953 


a\\ BOGE GEG: KGS NG NG NY C 


HLLUSTRATED for the period 
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A.B.C. figures for other Odhams publications will be published as soon as available. 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98. LONG ACRE, LONDON, W.C.2 
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Irresistible WOMAN! Sales up to an amazing new world record. A.B.C. 


figures for the six months Jan.— June, 1953, show a weekly average 
net. sale of 


Advertisers were quick to take advantage of this tremendous increase 
and used more monotone and full colour than ever before in the history 
of the paper. WOMAN is a national campaign in itself. 
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Modern JOHN BULL! Sales consistently rising. A triumph for the policy 
of Good Reading! A.B.C. figures for the six months Jan.— June, 1953, 
show a weekly average net sale of 


This big increase in the number of families reached every week makes 
JOHN BULL a better advertising investment than ever. 
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A.B.C. figures (excluding the two Coronation issues) for the six months 


Jan.— June, 1953, show a weekly average net sale of 


To give advertisers an accurate assessment of the normal weekly sale, 
the ILLUSTRATED figure quoted excludes the two Coronation issues 
(supplies of which were limited) which if included would raise the six 


months weekly average sale to 1,144,594 weekly. 


. 4 
‘“f 
s 


7 is & i 
ae a a s 
“ “4 Rs a J 


. * es 


e/ 


Pe Slee oF ol ~ ah este ey 
~~ a - = — Liters ‘si i’ seer 
% oiabe? Baie: ail fae : Mae Mae bin ote 2 : ’ * 
2, 
Cote! Z = 
| ra) ah 
ae 2 a i 
FP - a fe 
k / & f 
: ; Brier i 
a te : ~ : | 
¢ ce as ; | 
1 es aes i 
Ne : : ; ; | 
™s : i * mt | 
j tas ae wees 3 
i ry : = é 
? Ste * | 
<n a as, : ¢ 
p a , : * ; 
! es *, & J 
a ; 7" ' 
; ee’ 
. - *y 
4 { a 
rn 4 
Pi . 3) 7 & 
a : 
Hh ay S 
; 1 
is : ey. ‘erst tote ¥ % oA StS 
ee. : Bi! Pea oe Reg terse he Pn eye ey c] % : 5 is fap ay eae ORs res i 
i 
" 
: 
> é 
Pt ee 16" .* ere 
ee a oy Peis “ee = 
ee —_  ~s a Bass. : = 
oy ; i: ; aX = eM a > $ 
ne a “3 4 & $ ; -) 
a P ¥ q “A p 
‘ pete : : Sy + ‘ a 4 § 
fe y ; : oA < 
r i ; x : : ‘S “J “ 
ae ‘ ‘ ‘ 2 ; * =e ‘4 
: é < “ae ek a * ~ ee “Peet ohare rq te Aa 
| us SS * ti ie? oat 32 as em 
‘ 4 : bi Ar > 3 ian ; % 
7 2. uy 7 J — & ah Bs . 
| -— F ia. _ 
% LO Ks é 
7 ; % Ce ae ae ay. Pp js 
oe ‘ 4 So) Se CXS a: a2 
Ps Poe 4 4 ae - 2 ate 5): ; 
a oy ad Da ee 
eh ey g —F el wee 
. —— _. ¥F ae. Cas iy 
i 3 A 7 ¥ : i < : , ae 
f . = <a 
ae : ; / : ie 
iG : =e %: . gpaeae eA im es 
; ry aa ; Fe eae a Ae - oe agar Pa, =e 
TM at ‘ ce > ae 34 z niente? (eee , ae - ra Ss 
‘) 7 € . 4 #3 ae ; ilies <i i ey Se 
‘ ‘ oa ‘ a aie. { ah fet Paty I a ie ‘ a + Pee 
bs by a F, “ he. S *: es. 
7 . ; , > = oo 4 f 
we Bat ‘ M4 if me i 2 
co ® Be ; : re aA 2 ; 
Tas b s Z a << ; : 
- e : - Zz ' ‘ 
vie ’ , ¢ A = ee 4 
5, . - ‘ a “ ys oan - a as 
ae ' i . ae P ; 
Py : 
¥, 
Ae 
cy 
ie 
- 
* 
¥ 
. 
: cote s se 
0.610 0 6.0.0 0 0.000 0 8 8 00 010 0 0 0 0 0 0 0 0 00 06 6 0 8 6 6 ee ss 
it 00000000) _ ae a neo eter atatatetatetatetetetetetetetetetete 
i orate - - oo 6 6 8 0 0 8 6 6 6 8 6 8 ere ew ee a a ee ee ee ee e's oo 
Aas bbe bee ee Oe Oe Oe OP RPTPTOTALeLerelelelelelelelerecelelelelere, sleretetetereretetererdrerersrerere oceceteteteleletereteteterersrererece seer rtatatatetatetetetetatetete? a a a 
anata a ete ete sete sete ete te ete eee se ee a rererelelerereretetateletetetetete® treater ete ete tater ete! coe) * seceteter ete tetetete cece e reer eterete etatatetetatetetetetetetetetetetet tte tetete® wetetetetocetetetecety rece rerecerey 
eee ee ee ee ee ee ee ee ee ee ee ee ee ee eee ee eee ee ee eee ee * J ze. * ee oe ee oe ee © «© 6 6 8 6 8 ‘eee e 8 8 @ 
, . ee ee ee ee ee ee ee eee ee ee ee ee ee ee ee eee 7 ee ee eee eee eee eee ee eee a 
setattatatatetetatetatetatetatetatetetetetatetatetetatetetetatetetetetetatstetatetetstetstetetetstetstetstetstetststetsteesecerecerecerstaeerarerstatetes Monee’ s'e'ee'e°o ere cter ere 95° 'e* eve” .* x . e* » Lo . ¥. . x . voececere treet at etetetetetetete 
orate eee ee ee ee ee ee ee ee ee ee ee ed SCOR I RI MN NH HN HH a HT HT a o.° *** eee 9,767, ' ‘eee ‘es ‘ee’ e'e e%e' A 
, III III IIB HIS BN HH I a a a a aa a a eee 0 0 ee 6 00° e es ee 0's Ota at ete tata te a tetetete®, 
STIS bee ae RI BO MII HE BH BI ITB a BH a a a aa a a ON Ooo ote te ete n ene eretes ts 
ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee hh eeeeeeeee ees s 
wien eter er ete t ater e ete ete tetetetetete te tetetste ere eee ee ete ee ee se ee e's se e's ePe%e ce ere er ete' cree 
Se BC Oe BB he ht hh hh ee 
' ora ete ete ooo eb oreo ete ee eres ee ete ee es Pee ete oot ete tere") 
Se SN ie ie ereleleleleteretetet 
. « . over o sb oete 
; eeeeeeee 
PPPS ° 
be : OOOO 
. one eee’ e 
Ret 5 ys #00" e° ee 
“e P= a cas rete 
a ea see #eteree 
. 2 . » 
> ys on e% eee 
‘3 ; : — @ ereteter et 
‘ ’ ’ orate ere 
+ g jv Ste ote oe) 
" 7. eee eee 
: 4 fs sereleletete 
F F i Sot be a et 
; j PS. ‘ q + 6 8 8 ae 
+ eee eeee 
3 : eos ; #o8e tet etet ete! 
by ; 4 an eee ee ae 
Es “re : PB SEEESS 
’ . of > eeeeeeee 
: é wa! = : a oe a he be ae) 
, in ie eet etetete te” 
, b se bs Stet s” eer eter eter ere et 
’ . / > 4 i on ote ese oes” 
. . Sf » # P é eeereeeeo ee 
. : ii RH ac ote enone teers ee 
os - < : fe SPO ae re 
. 2 “as Ls “ee eee eens 
os ee et he be he oe Bee 
od i. i ath een re cere ter aera et 
ree e + as wrerere eetet tenets ts 
* oe? ° wrere eee cece er erate ter eter ete! 
eter g witcha etetetet et . a ee ee 
eres oe wo > 
4 le’ e ee . @0'0's 0's 00 0080's . . PRLS SPIE 
eee 4 So's seen cee e ee Poi aes see’, Fd 
meee retreat aretetetete Kee ee 
jo Foe et eee B 0 0 cc cc 0p 0 6 010 .e ce 0 00 00 08 ee eee ee 
es * 
i Fer etete oe 0 e's rareto*ofovea*atotetorerattateetaren tracer teleleleleletete tate! 
y fer eee Oe MOR bad 0° 0-0's°n's on 0'b 0 5'6 0b 6 Ore EF 6 tb er albtee s'est store 
** eee Se eeeceereesveaeeeeoeveeeoe eevee eeeee eee eeeeseseeseeevenese 
Se ee ee ee ee eeeeeeeeeeeerseoeoeeoeeeeoseeeeeeeseeeeees 
> ie ope . *. 7* ee eee ewe eee eer er ee Soe 80 . 
Se Ses le I Rd IE, . 
aerate ete Mitatata*cs’otsta terete ete tetatetcre eo! erste onelac hehe ete’ otetetate stetetctetetatctetetn eTe7 
v om 0 0.064 . TeleleleteleTetetet. yi oe e 2 A Se * PIP) SARA oe *. ie "a 
ar eterets weve : reer "ee 
PSP) KR ERI SEStstecesss ay AOE OLR i! , : 
96% % 5%, ean Ra aa as 2 a eo" 2* Serreage == ¥ ‘ L 
"ee esee i) = Ma y U Las ~ —_ ——- = vert 
. ig rte . jr ee ' ie ee 
LP en Ae tad tat he f ears ase. ars |, wig Be ie Ls a “4 ; ; ay 
cist ' . ©6=—l SO Fe a a) a: a ‘io ok 
See ¥ a bk te COG 4 4 , 
ere a : Poy ae: te a , « 
oa. a ae <1 , : eae, es 
as ee Se a. 
ae > ES eae 


5 eS 999222 .0.89.9 9 4&4 8 8 @ 


Jury 9, 1953 


LAUNCHING A NEW PRODUCT 


AUNCHING a new pro- 
duct is certainly a project 
with a very high degree of risk 
attached to it, no matter how 
cautious or painstaking one 
may be with the basic research 
and planning. In consequence, 
managements with the rightful 
regard for their shareholders’ 
money are very keen to see 
some profit coming back fairly 
shortly after the product has 
been marketed. However, un- 
due keenness for quick profit 
can often result in the new 
product never really getting a 
start 

The basic problem facing the 
Product Development Committee 
is to assess the varying degrees 
of success which may be obtained 
from different financial policies, 
working up from the policy of 
making the product pay its own 
way aimost from the start to the 
longer-term investment policy or 
“pay out period” theory 

Each type of product or market 
has its own peculiarities. While 
there are some products which 
can be launched and sold and 
made to develop out of the pro 
fit, available from month = to 
month sales, there are a large 
number in fields where nothing 
but a substantial investment will 
secure a foothold and promise of 
development for the new product 

Ralph Waldo Emerson once 
said, “If a man makes a better 
mouse-trap than his neighbour, 
tho’ he build his house in the 
woods, the world will make a 
beaten path to his door.” Those 
days are gone forever There are 
to-day so many people building 
better mouse-traps and allegedly 
better mouse-trans, that the 
public have a wide choice of 
pathways to take. Many of the 
makers of mouse-trans are con 
tinually and loudly extolling the 
virtues Of their particular brand 
and the public have become 
accustomed to a wide choice and 
have developed a resistance 
which must be overcome by per 
suasiveness that proves that one 
product has more to offer them 
than another 


Problem of getting 
public attention 


Quite apart from the bewilder 
ing array of new products 
making claims on their purse 
through all forms of advertising 
and sales promotion, people to 
day have many more other things 
competing for their attention 
than ever before. Thus, once a 
manufacturer has made the best 
product he knows how and as 
sured himself that it is, in fact, 
superior to his competitors and 
then gained distribution for it, he 
iy still faced with getting his pub 
lic to notice it, try it, and go on 
using if 

In years gone by the manufac 
turer was able, to a large degree, 
to count on substantial support 
from his retail traders in selling 
his wares once he had persuaded 


FINANCING THE OPERATION 


ADVERTISER'S WEEKLY 


How to determine expenditure 


on sales promotion 


By W. A. C. COOPER, director, Foote, Cone & Belding Ltd. 


The necessity fer adequate financing at the marketing stage 


is not often given due weight. 


Kither of two methods of marketing can be adopted. 
The first assumes limited capital and a need to obtain « quick 


return on a small scale overation. 


fhe second assumes that the manufacturer wishes to establish 
his product firmly in a large market and develop to a major 


position. 


Principles of financing each type of operation are here discussed. 


them to take supplies. ‘To-day 
the average retailer, be he 
chemist grocer, ironmonger, 
draper or home appliance trader, 
does very little actual selling of 
any of the wide range of lines he 
may stock—in fact, mary of his 
lines are not given display space, 
let alone his personal recommen 
dation to his customers. This has 
come about largely through the 
rapid development over the past 
30 years of branded lines. The 
manufacturer simply cannot 
count on the retailer doing much 
more than stock and display his 
products (and the latter only by 
continual pressure), 

From this it is evident that, in 
planning to launch a new pro- 
duct, the Product Development 
Committee must aim to have 
sufficient capital to do four 
things! 

(a) Make a superior product 

or at least good one. 

(b) Secure sound distribution 

and display. 

(c) Sell at a competitive price 

(d) Secure the attention of the 

public for their proposi- 
tion. 

Irying to save money by pro 
ducing a cheaper imitation of 
established products must be 
balanced very carefully against 
making a product which will 
price itself out of the market 

Sufficient capital must be allo 
cated to develop a live and effi 
cient sales force and this means 
not only paying them well but 
spending money on their basic 
training and continual! re-jndoc 
trination, Wholesaler and retailer 
margins must be calculated care 
fully not to give away Money 
but to ensure of willing co 
operation from all retailers who 
are expected to stock and display 
The price must be such that the 
product, at worst, represents as 
good value for money as com 
petitors and, at best, slightly 
better 
Finally, sufficient money must 


be allocated for promotion of 
the product to secure retail dis- 
play material of a hieh standard 
and effective advertising 


One may ask where can one 


cut costs can one save from 
one section to bolster up an 
other? The answer iy nearly 


always no, The Product Develop 
ment Committee have vot to assess 
the situation fairly, estimate the 


cost and if they cannot find the 
capital it is wrong to proceed by 
cutting corners 4// that will be 
accomplished is to lose the in 
vestonent through failure of the 
product to develop This pol 
cannot be stressed too stronely 
If it is a question of limited re 
SOUTCES then the wale of the 
operation should be limited, not 
ity quality 

In this article space limits a 
full discussion of all the prob 
lems involved in. financing the 
development of a new product 
and it 1s, therefore, only intended 
to discuss briefly the methods of 
financing as they relate to the 
promotion or selling and adver 
tising of the product Other 
publications have stressed the 
need for consideration of ade 
quate finance for plant and pro 


ent Sie! 
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IT IS NICE 
SOMEBODY CARES . .. The human 


TO KNOW THAT 
race divides into three groups—men, women, 
and advertising production men. The latter are 
hectored by their directors, and misunderstood by 
their wives. At Charles G Read they find solace 
and repose, for here we make a point of under- 
standing their problems. In times of stress, it is 


a comfort to know that SOMEBODY cares. 


CHARLES 


~& READ 
LIMITED 


Printers by photo-litho-off se 


HOLBORN 


2882 


duct research. It is the purpose 
of this article to stress the neces- 
sity, which is not often given due 
weight, for adequate financing of 
the marketing stage of the opera- 
tion 
Let us consider the two broad 
methods open to them. Method 
(a) assumes limited capital and 
a need to obtain a quick return 
on a small scale operation 
Method (b) assumes that the 
manufacturer wishes to establish 
his product firmly in a large mat 
ket and develop to a major posi 
tion in the market 
(a) Select an area which can 
be adequately and 
thoroughly covered by the 
sales force and the supplies 
of product available, and 
for which there are ade 
quate funds available for 
selling, advertising and 
sales promotion effort. The 
aim being to so concentrate 
on this area that a fairly 
quick return is secured 
from the investment of a 
limited capital sum 
Once this area is produc- 
ing sound returns and the 
product is established, the 
decision can then be made 
whether to continue at this 
level of operation” or 
whether to seek to build 
for a national market by 
collaring another area and 
repeating the process, dup 
licating the weight of all 
factors in the second area 


s 


Aim to capture a substan 
tial share of the national 
market at one Jaunching 
This is a poljcy requiring 
considerable expenditure 
on sales and advertising 
but one which may be 
forced on a manufacturer 
if the product is one which 
can only be manufactured 
and marketed economically 
on a large seule 

Method (a) ts a fairly simple 
operation and the financing of 
the development of the product 
iS relatively easy One can to a 
large degree plan from month to 
month, selecting an area consis 
tent with the forces available 

When launching a consumer 
product by the second method it 
is soundest to think in terms of 
a “pay out” period rather than 
plan month to month as one goes 
along 

The main purpose of the “pay 
out” method ts to allow sufficient 
money in the early staves of the 
product's life to conduct the kind 
of selling and advertising opera 
tion which will bring the volume 
of sales required 


The first task in setting up a 
“pay out” plan is to assess the 
share of the market or the sales 
that may be achieved in the first 
three years of the product's life. 
given that it receives adequate 
selling and advertising support 
From this figure it is then pos- 
sible to compute the money 
which will be aveiable from the 
three years’ sales for promotional 


support. Let us say that, pro- 
viding the sales are achieved, the 
sum will be £650,000. It is clear 
that more sales will be achieved 
at the end of the three year 
period than at the start. This 
means that if the promotion 
appropriation is decided as a per- 
centage of “immediate” sales, the 
money will not be available to 
launch the product on a strong 
national scale. 

On the “pay out” system one 
plans for, say, three years and 
spends more than sales permit in 
the initial launching _ period, 
knowing that over the period as 
a whole the agreed percentage on 
promotion will have been kept 
to, and the product launched in 
the required manner 

For example, the £650,000 
might well be allocated = as 
follows 
£300,004) 

2nd year £200,000 
3rd year £150,000 

If the product sales in the 
fourth year are maintained or in- 
creased, then the appropriation 
will be maintained at £150,000 or 
increased proportionately. 

By following this latter method 
it is possible to provide in the 
first year for the necessary costs 
involved in setting up a sound 
sales force which can secure the 
distribution required to justify 
advertising on a national scale 
Provision 1s also made for the 
need to advertise more strongly 
through the launching or educa 
tional period. 


Ist yeur 


Pastoral on Paper 

In appearance somewhat like 
an expensive travel book, Pastoral 
on Paper 1s a Wwholehearted 
attempt io produce a promotion 
niece that will be read, kept and 
valued by the recipient. Bound 
in heavy boards, with green 
bookcloth and a striking dust 
jacket, it stakes a claim to a place 
on the bookshelf, yet is no more 
than a clever piece of salesman- 
ship combined with public rela 
tions tn the best possible taste. 

The dust jacket sets the tone 
\ bleed-off half-tone showing a 
wide expanse of the Kent country 
side, it nevertheless manages to 
make the focal point a distant 
view of the Medway factories of 
the publishers, the Medway Cor- 
rugated Paper Company, Ltd. 
Similarly, the text, written by the 
world-famous novelist H. E. 
Bates, leads with smooth transi 
tion from a history of the district 
to the manufacture of paper and 
cardboard 

Ihe lead-in from a history of 
New Hythe to a description of 
the modern industrial community 
now operating there is made easily 
and without strain, and thereafter 
we are led, by text and photo- 
graph, through the process of 


paper manufacture-an  educa- 
tional tour of real value 
Designed by Godbold’s, 


Pastoral on Paper was printed by 
Hazell, Watson & Viney. 
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Every old 


campaigner 


knows.... 


Pepe a Saye 


a 


. the value of a barrage at the right time and in the right place. 
When in the battle for sales your attack needs the help of a concentrated barrage of 
publicity, consider the merits of posters 


. +. and, in particular, posters sited by 


David Allens. 


Located to give complete coverage of the 
strategically important areas of N.W. and N.P, 
England, Scotland, Northern Ireland and Lire, 
David Allen sites offer youa firm base for operations 


in these essential markets for your produc ts. 


Whether carrying out an advance patrol or consolida- 
ting a position already wou, poster sites by David Allens 


have a necessary place in your plans, 


David A ms Ltd., 7 Buckingham Palace Gardens, 
London Telephwr LQOane optt. Jleleyram 
Advari « vest Lomdion. Area Offices in Liverpool, 
Newcast lyne, Glasgow, Edinburgh, Belfast, 


Dublin 
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|*! W will question the pull 

ing power of well designed 
posters that tell their story 
vividly, attractively and effec 
tively Ihe public enjoy the 
posters they see on hoardings 
and would find streets and sub 
ways dull without them 


Their critical voice ts heard 
only when advertisers pin their 
faith to one particular favour 
ile for too long 

This is perhaps even more the 
case regarding indoor posters 
They are a more specialised 
article, with a rather different aim 
Ihey certainly have a= more 
eritical audience 

After more than 10 years of 
designing works posters, | am 
convinced that variety must be 
among their chief virtues, ‘Their 
object is not to influence some 
body to buy something, but to 
induce a state of mind. Their 
approach js psychological, but in 
a different way 

They began during the war as 
an attempt to get greater produc 
tion by putting over messages to 
factory workers in a new kind of 
way. In those days it was neces 
sury for morale to be kept at 
the highest possible pitch, 
attacked as it was by enemy 
action and also by the more 
humdrum rigours of shortages 
and rationing. Indeed, it was the 
shortages that first emphasised 
the need for a new approach 

How could workers be encour 
aged not to waste such precious 
materials as steel, timber and 
even paper? By direct appeals to 
their patriotism? These were 
duly made and with some effect 
Yet even the most ardent patriot 
tires of being preached at, and a 
truly conscientious worker is apt 
to take it as a personal affront. 

\ suggestion was then put for 
ward that humorous drawings 
should be given a trial 

You can word an appeal as 
compellingly and as vividly as 
you like, and present it in eye- 
catching type, but after two or 
three readings it becomes weary 
to the eve, and in time perhaps 4 
major irritation, With pietures it 


Posters in 
the factory 


can send 


up production with a smile 


by R. GLASSCOCK 


is different, especially those having 
a touch of humour and that 
is the crux of the whole thing 

In works posters humour is 
even more necessary than variety 
They must be changed often, pre- 
ferably according to a campaign 
plan carefully worked out in ad 
vance, but it must be emphasised 
that a humorous slant has nearly 
always to be conveyed. A cheer- 
ful worker makes a better job and 
the British workman distrusts the 
emotional of dramatic appeal. 

Like most of us, he does not 
succumb easily to high-pressure 
salesmanship, but is inclined to 
react much more favourably to 
the oblique approach, It is ob- 
viously important that the 
humour must be of the kind ap- 
preciated. While it must not be 
crude, it must certainly not be 
hizhorow. That would blast a 
works poster campaign in gales 
of quite the wrong laughter! 


Consult the workers 

about humour 

Hitting on the right humorous 
note raises one of the main prob- 
lems of beginning a campaign of 
this kind. Who is to decide the 
style of humour? We all know 
that what makes one man laugh 
tends to leave another stoney- 
faced, but the problem is a bit 
more complicated even than that 
The final decision usually rests 
with the managing director and 
it is quite possible that what may 
cause minor convulsions among 
his employees will seem to him 
merely childish, and vice versa 

“I don’t like it.” said the man- 
aging director of a big company 
when I showed him a sketch not 
long ago. I persuaded him to put 
it in his factory as an experiment 
The workers did like it, and it had 
the required effect of persuading 
them not to waste the valuable 
material they were handling 

1 believe firmly that when con- 
sidering a poster campaign, direc- 
tors should consult their workers’ 
representatives before coming to 


LANCASTER © TONGE. 


WORKS POSTER 


a decision. They are the men who 
are likely to know whether the 
suggested approach has possibili 
ties or not The workers them 
selves are often helpful. In 
several factories they have come 
to me with ideas that have proved 
extremely successful 

A study of the individual re 
quirements of a factory is abso- 
lutely necessary as it is the 
personal angle that creates 
enthusiasm for a particular job. 
Every poster campaign should be 
“Tatlor made” to suit the particu- 
lar factory. The problems to be 
solved may be common to indus 
try throughout the country, but 
the personalities and = tempera- 
ments of the workers vary con- 
siderably and what may tickle the 
fancy of the worker in a Leeds 
clothing factory may leave en- 
tirely unmoved a boot maker or 
aircraft worker in the West 

A campaign cannot be over- 
localised, nor must the local joke 
be overlooked. nor the kind of 
dialect in which it is told. The 
local idiom ts essential 

For example, Douglas Motors 
Ltd. have found that a bonus in 
centive scheme was given an 
extra impetus by posters. They 
wanted to pay more for more 
work. [| designed a poster series 
urging workers to qualify for the 
bonus and the trend shows a 
definite increase in earnings. To 
stimulate a realisation that 
materials can be costly as well as 
scarce, and that to waste them is 
a very bad thing, E. K. Cole Ltd 
used them very effectively 

Posters putting their messages 
vividly but lightly can step up 
production thus helping not only 
the company but through in- 
creased exports, the — entire 
country. Remington Rand Ltd. 
are studying the effect of posters 
used over a six months period for 
this purpose in their typewriter 
factory. Posters can foster 
friendly relations between man- 
agements and men, and can help 
each to understand the others’ 


lt pays to make 
-~A BETTER JOB 


Three examples of 
posters from the R. 
Glasscock Studtos. 


point of view. While posters out 
side are telling the public about 
the company’s products, more in- 
formal versions within the factory 
can stimulate the interest and en- 
thusiasm of the men who are 
making them 

I once designed a series to 
“Increase the speed of aircraft” 
and in another instance to arouse 
interest in such subjects as mathe- 
matics and trigonometry for a 
Government training  establish- 
ment. Very satisfactory results 
have been obtained by campaigns 
devoted to such subjects as: 
“Keep the factory tidy,” “Keep 
machines running when you're 
drinking tea,” “If in doubt ask 
the foreman” and “See that you 
get the correct machine drawing.” 

Some large organisations have 
for years had their own depart- 
ment to cover works posters re- 
quirements, a fact giving ample 
proof of the value of this form of 
internal publicity 

Though I have laid stress on 
humour, there is also plenty of 
scope for the good-humoured 
human approach on subjects that 
hardly lend themselves to 
humour Precautions against 
accidents, for instance 

In both fields a well designed 
poster can, in my opinion, under- 
line the message much more 
effectively than a ordinary appeal 
A number of my _ posters on 
humorous lines have been used 
in national campaigns with suc 
cess. In whatever vein it is offered. 
a poster can be to industrial rela 
tions what oil is to a machine, 
helping them to operate smoothly 
and harmoniously 
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5‘B-A-C-NUMBERS 


Presenting Britain’s aircraft industry to 
buyers throughout the world 


FuiGHT's $.B.A.C. Numbers are the most important of the year to all concerned 
with the sale of British aircraft, components and equipment. SEPT. 4: 
Britain's AirncraFt INDuUsTRY. More than four times normal size. Com- 
prehensive survey of latest aircraft and power units; guide to British firms 
contributing to their construction and maintenance; advance details of exhibits; 
on sale at Farnborough. SEPT. 11: FARNBOROUGH Report. Comprehensive 
account and pictures of the early days of the Exhibition; on sale at Farnborough. 
SEPT. 18: FaRNBOROUGH Review. Carefully considered appraisal of the 
full Flying Display and Exhibition, and of the importance of each development. 
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SPECIAL NUMBERS WHICH WILL BE READ & RETAINED THROUGHOUT THE WORLD 


SEPT. 4 BRITAIN’S AIRCRAFT INDUSTRY 
Copy wanted by Aug. 14. 


SEPT. 11 FARNBOROUGH REPORT 
Copy wanted by Aug. 28. 


SEPT. 18 FARNBOROUGH REVIEW 
Copy wanted by Sept. 4. 


DORSET HOUSE, STAMFORD STREET, LONDON : ATERLOO 3333 (60 
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_ NATIONAL PUBLIC SPEAKING CONTEST 


Unequalled in Kent 


9 Newspapers 
| Order 

3 Stereos 

| Account 


= DOD BBS wets tier san 
Associated Kent Newspapers 


30 High Street, Chatham (Chatham 2213) 
Advertisement Representatives 
E. W. Player, Led., 30 Fleet Street, E.C.4 


Accounts Office _ 


(Central 2786) 


EXTRALARGEMENTS 
by ae 
photowork 


BLACK and WHITE or COLOUR 
ANY SIZE 


PHOTOWORK LTD. 
Brighouse, Yorkshire. Phone 1240 
73 Baker St., London, W.!. Phone WEL 0938 


A.B.C, 23,213 


The 
Largest circulation 
CANINE MAGAZINE 
THER 


DOGS’ BULLETIN 
* 


Advertising Department 
Representations Lid. 
231 Strand, W.C.2 

Tel: CITy 5906 38A 


VL MAW 


HOME COUNTIES 
HEWSPAPERS GROUP 


with a sale exceeding 


126,000 


circulating throughout 


Beds, Herts and Bucks 


PER TRADE 
Ss COL 5 = FLAT 
INCH RATE 


Represented in London by 
WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 
Head Office : 


MANCHESTER STREET, LUTON 
Phone : Luton 5050 


Advertisement Manager - C. W. Gilder 


Revise the rules and 


brief the judges! 


urges E. LUSCOTT-EVANS, of Birmingham Publicity Associ- 


ation, who 


criticises some aspects 


of this year’s National 


Advertising Public Speaking finals at Leicester. 


OMETHING went woefully 
adrift in the “Finals” of 

the Public Speaking Contest at 
Leicester — and it was not the 
competitors. Nor was it our 
good and hospitable friends in 


the Leicester Club, whose 
arrangements deserve the 
highest compliment. Nor was 


it the organisers, who did a 


good job of work. 

It was the judges themselves 
who went lor were allowed to vo) 
adrift! 

Let it not be thought for one 
moment that lam challenging the 
placings in the final awards; it ts 
all too easy to evoke the com- 
ment “Sour Grapes” 1 am not 
walking into that one! 

The Public Speaking Contests, 
in their original concept, were 
organised to provide a vehicle 
for the training of advertising 
folk to “Spread the Gospel of 
Advertising.” mainly in’ circles 
outside the business, and also to 
provide an effective form of inter 
clubs activity These are fine, 
big ideas. They should be pre 
served and encouraged 

The future success of the con 
tests depend. of course. on a good 
intake of entrants, backed by the 
Clubs they represent but, if com 
petitors themselves are faced (as 
they have been) with diffuse. 
frustrating and contradictory in 
terpretations of both the purpose 
behind the contests anj of the 
rules governing them, they wil! 
lose interest and come to regard 
the whole thing as a very chancey 
business and a waste of time. 

Surely it is always the function 
of any good judge to administer 
the law -not to alter it nor take 
it into his own hands. Yet the 
trio at Leicester arbitrary 
smashed one of the main items 
in the Contest and of their own 
accord and without reference to 
the deliberate!s 
wrote off" the value of the im 
promptu part of the contest—a 
part which, according to the rules 
and marking sheets carried an 
important content of marks 

The reason they gave for this 
arbitrary action was “because 
very rarely is one called upon to 
get up and speak at a moment's 
notice on advertising subjects.” 

Have they never heard of a pre 
pared speech followed by 
numerous questions, requiring the 
speaker to reply “right off the 
cuff" and have they never heard 
of discussion groups” 

They 


organisers 


even went so far as to 
criticise the = selection of mm 
promptu subjects which — the 


national Organiser had provided! 
How little they 


knew of Adver 


tising Club activilties--or of the 
rules of the Contest. 

Anothe; judge flayed the 
competitors in the main on choice 
of their subjects—-“They weren't 
sufficiently technical.” Admittedly 
sometimes the link between ad 
vertising and the main theme of 
speeches is a little tenuous, but 
if we in advertising are to 
“Spread the Gospel of Advertis 
ing” we must search for and talk 
about the contribution which ad 
vertising can make to the well 
being of people in all spheres ot 
human activity 

For that judge to belittle speech 
preparation as he did and prefer 
speakers to speak right from the 
heart and “just say what comes” 
seems terribly muddled thinking 
In view of his previous concur 
with the other judges 
against the value of the “im 
promptu” section, 

It also makes a fool of the 
Contest rule that competitors 
must be members of their Club's 
Public Speaking Section and 
attend lectures which one expects 
would cover such items as train 
ing in platform practice, prepara 
tion and construction of speeches 
diction, gesture, note. making 


renee 


Five constructive 
suggestions for future 


1 would proffer the following 
Suggestions to he adopted before 
nest Vear’s 


Contests are organ 


ised 
Overhaul the rules. Make them 
more clearly defined and precise 
See that all) competitors are 
clearly by efed as to the under 
lying purpose of the Contest 
Ensure that the judges for each 
Contest are not only capable of 
judging its various aspects but 
also that they, too, are clearl\ 
briefed as to the rules, the pur 
Pose he hind thy Contest and the 
limitations of their powers 
Revise and simplify. the 
ing sheets 


mark 
which are at present 
verv complicated and, in view of 
the number of items contained 
make it almost impossible for the 
judges however cConSCcICntious 
they may he—in the time at their 
disposal between speeches to fill 
in accurately the various assess 
ments called for 

Let the organisers convene a 
small committee of area organ 
wers and others of known en- 
thusiasm and experience, with a 
purpose of reviewing the lessons 
10 he Le arned from previous Con 
fests, and closely 
overhaul where 
existing rules, 
and procedure 
final contests 


examine and 
nNeCCSSar\ the 
markine methods 
at hoth area and 
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What the Ty 


ADVERTISER'S WEFKLY 


COONS Saw... 


THE 
BUSINESS 
WORLD 


— eee 
n Space for Sale 


...1In their favourite paper 


ISE advertisers, like the distillers of White Horse 

Whisky *, are using premium positions in THE 
ECONOMIST — like this. They know that tycoons in their 
offices are concerned with capital and consumer goods 
for the companies they control; in their homes, with 
the amenities of life that contribute to their private 
pleasures. Many distinguished advertisers and their 


*C. W. Hobson Ltd are th 


agents choose THE }(CONOMIST as the quickest, most 
economical means «! reaching the men with money 
to spend . . . the men who find the advertising 
pages of THE ECON MIST as reliable a guide to the 
good things of life » to the latest capital equipment. 


of White Horse Distillers Ltd 


ing apent 


The Economist 


22 RYDER STREET 


LONDON SWI 


* WHITH SIALL 1511 
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FROM JULY 9 


Now that restrictions are lifted, the paper with the 
fastest-growing sales in Britain is enabled to change its name 
to WEEKEND MAIL. Under this more appropriate title its 
success as the “‘happy weekend”’ paper will be intensified. 


A Space-buying Opportunity 


From September Ist, its advertisement rate will be £8 per 
single column inch which, in relation to its sales of more than 
one and a half million, is equivalent to 1:28d per inch per 
thousand. 


Look Forward and Book Now 


Take advantage of the ever-rising popularity of the WEEKEND 
MAIL and book space in the medium that gives better and 
better value to the advertiser with every succeeding week. 
Secure your space by booking now. 


WEEKLY NET SALES in excess 
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Subject to confirma 


OVER HALF A MILLIO 


ENQUIRIES: ADVERTISEMENT MANAGER, WEEKEND 
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MIVHESE notes apply chiefly 
to the many cases where, 
a full-time press officer being 
impracticable, the task of gain- 
ing editorial publicity for tech- 
nical, trade and specialised 
journals falls to a member of 
the editorial staff; to the pub- 
licity department, or to some- 
one who can “smell out” a 
news story and present it in a 
crisp, clear and acceptable 
manner, 
Here are just a few essentials 

If your story doesn’t make 
NEWS don’t send it. 

Type or Roneo the wording, 
using double-spacing, and only 
one side of the paper, if pos 
sible keeping to a single sheet 

If the story is exclusive to 
the editor to whom you are 
sending it, say so. 

Give the most important 
facts first, working on the as 
sumption that subsequent 
paragraphs will be cut 

Do not address news to in 
dividuals unless you are certain 
that the person is there and in 
a position to deal with the 
sory. “The News Editor’ ts 
quite sufficient. 

Remember the importance of 
a photograph. 


Publishers’ own trade press 


First, one has to consider the 
trade press of the advertising and 
publishing worlds including 
ADVERTISER'S Weeiekty, World's 
Press News; National Newsagent 
Newsagents Booksellers Review, 
Scottish Newsagent; Trish Retail 
Newsagents’ Gazette (Dublin), 
House of Dawson (published by 
Wim, Dawson & Sons Ltd.), Trac 
Guide (Surridge, Dawson & Co 
Ltd); and Trade News (W. H 
Smith & Son Ltd.) To this fist 
might also be added such 
periodicals as British & Colonial 
Printer 

Broadly speaking, this group is 
interested in everything = that 
happens in the world of print 
although a story which is accept 
able to the advertising and press 
journals may not be suitable also 
for the newsagents’ trade papers, 
and vice versa. Common sense 
is the keynote. Here is a general 
list of the subjects which interest 
them. Stories dealing with 

Special numbers; the acquisi 
tion of a new journal, or the 
cessation of an existing one: 
changes in publication day, ad 
rates, e¢tce.; advertising cam 


specialised journals 


outstanding — issues 


paigns: 
largest in the history of the 


journal, etc.; unusual features; 
important staff changes 
editorial, advertisement and 
general administrative; appoint- 
ments to learned  socicties, 
official bodies, trade associa- 
tions, ete.: sports club activi- 
ties; staff = participation = in 
important events, eg. Inter- 
national motor rallies, visits of 
editorial personne! to other 
countries, visits to the journal's 
offices or plant. 

Some months ago a certain 
manufacturer received a coupon 
inquiry cut from an Hiffe journal 
dated February 24, 1927! The 
details were communicated to the 
editor concerned, who passed 
them on to me The reader, 
becoming interested once more in 
the subject covered by the publi- 
cation, had used a coupon from 
this 26-year-old issue to send for 
the manufacturer's catalogue 
Such stories do not build empires, 
but they help. 


General news stories 


[he next thine to consider ts 
the suitability of your journal's 
contents for reissue as news 
stories to the national, provincial 
or magazine press, or to other 
industrial journals not forget 
ting the news agencies, ©.o.1., 
etc. These items may be found 
anywhere—in a two- or three 
thousand word article, or in a 
brief “exclusive.” 

Such stories may be sent out 
(a) for advance publication; (b) 
to coincide with the journal's 
publication day in which case 
they would probably be embar 
goed for that date, or (c) after the 
issue has appeared. Here are a 
few of the headings under which 
stories have been issued: 


Buying « Camera? ry It First Is The 
Lyamouth 
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for technical, trade and 


How to obtain editorial publicity 


Jury 9, 1983 


By MAURICE J. SEYMOUR, 
Press Officer 


Associated Illiffe Press. 


Mr. Seymour is press officer for the 33 technical, trade and 

specialised journals published from Dorset House, and for 

certain of the national exhibitions, conferences, etc., organised 
by his firm. 


It must be admitted that there 
are some publications, particu- 
larly those of a highly technical 
nature, which are hardly ever 
likely to contain material suitable 
for press release purposes; there 
is nothing that can be done. 

Finally, do not forget the local 
angle. If one of your journals 
describes how an engineering con- 
cern in Coventry has exported 
more nuts and bolts over a given 
period than any other firm in the 
country, the story is news for that 
area. A note to the editor of the 
local paper; together with @ tear- 
sheet or brief story, can produce 
a worth-while result. 


News-sheet 


There are some journals, par- 
ticularly those in the specialised 
field, which offer excellent oppor- 
tunities for sponsoring a regular 
News-sheet. For the past three 
years, | have issued one on behalf 
of a farming paper which has 
been widely accepted, both in 
this country and overseas. 

Such a News-sheet can take 
one of several forms. It can (1) 
be printed, using the type no 
longer required after the journal 
has come off the press; (ii) be 
specially type-set, although this 
tends to be rather an expensive 
business, or (iii) it can be 
Roneoed. If many copies of your 
News-sheet are to be sent over- 
seas, it 1s as well to bear in mind 
that the thinnest paper must be 
used—consistent with the printing 
method adopted —to save the cost 
of air mail postage. In this con- 
nection you might even be for- 
given for using both sides of the 


Journal Concerned 


Advice . Amateur Photographer 


What Now? Prob'em of Re-building The Architect & Building News 


Britain's New Wonder Car. Gas Turbine Vehicle 


Exceeds 150 mph 
Rig Harbour Extension at Takoradi. 
British) Enterprise 


Industry Turns to Seam-welded Plastics. 


Costs Cut By 40 Per Cent 


ns The Autocar 
Important 
British Engineering 
Labour 
British § Plastics 


Ideas That Work. Farmers Reveal Labour-Saving 


Gadgects 


Farmer & Stock-Breeder 


Undue Stress of Flying Risks by Press and B.B.C. 


Air Travel Not Dangerous 


says Flight Flight 


Petrol. Thousands Have Been Breaking The Law The Motor Cyele 


7Hoint Transport Plan. 
For Levy 

Fees in Short Supply this Winter? 
Warned Preserve Them Now 


Expert Sees 


No Need 


Motor Transport 


Housewives 


Poultry World 


New Scheme Aids Farm Machinery Production. 


Successful "Materials Exchange 


Operation 


Make Yours a Hobby Holiday. Start 


Aquarium 


Plan” in 


Power Farmer 
a Marine 
Water Life 


paper! Stories can be sent by 
second class air mail at a cost of 
between Sd. and 7d. (according 
to destination) for the first 4 0z 

When your News-sheet has 
been running for three or four 
months, it is a good idea to in- 
clude a brief questionnaire, and 
stamped self-addressed envelope, 
asking the recinient whether or 
not he is interested in continuing 
to receive it. When your returns 
are in, it will probably mean that 
your mailing list has been cut by 
anything up to SO per cent. 

In this case, as in all others, ut 
is imperative to employ a good 
press cutting service, otherwise 
vou will be unable to see the 
results of vour labours. 


Exhibitions, conferences, etc. 


Some journals promote exhibi- 
tions, conferences and other 
events. In such cases the services 
of a press and public relations 
consultant—someone who can 
give his whole attention to the 
work—may be sought. If this is 
not possible. the firm's own 
appointee will have to do it 

Decide first the probable 
appeal of the exhibition, both 
trade and public, and hence to 
whom the publicity stories will 
go. If the list is long, and if a 
number of releases are to be 
made, have a _ snecial set of 
stencils cut so that the mere 
physical business of issuing the 
Stories can be simplified. After 
that the general rules for press 
releases are the same. 


House magazines 


House magazines should not be 
neglected Some accent outside 
contributions: some do _ not. 
Those that do are certain to be 
interested in any’ large-scale men- 
tion of their company’s products 
that your editor has made. 


Summing up 


The object of all this is to 
publicise the journal's name as 
widely as possible, and so assist 
in building up its circulation. The 
right kind of publicity can do 
nothing but good, for the better 
known the journal becomes, the 
more widely will it be accepted 
as a reliable source of informa- 
tion, 
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The men’s wear trade is covered regularly each | 4 500 
week with “Men’s Wear”. Responsible buyers @ ' 

and sales assistants feel “in the swim” with trade 

events and act accordingly—to your benefit, in WEEKLY 


sales and goodwill. 


With the Retailer on your side you can’t go wrong. 


HEAD OFFICE : 
Kings Bourne House, 229/231 High Holborn, London, W.C.1 
BRANCH OFFICES : 


Manchester . Leicester . Leeds Birmingham ’ Glasgow ' Belfast 
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MURRAY 
WATSON 


LIMITEC 


SPARKLING ALUMINIUM 


FOILS 


to remind key-men of the food 
industry of the brilliant range of 
new designs made available for 
food packaging by Britain's 


largest foil manufacturers 


FOOD MANUFACTURE 


Stratford House 
Eden Street, London, N.W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


E deli A thly 
f| journal dealing with al! 


civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
pe ee open-cast coal and 
iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Diges 
ie oth p hii . 


ion of the 
LEONARD 
TECHNICAL 


MANUFACTURING CHEMIST 


L 


PIRRES (NATURAL ANDY SYNTHETIC) 
PAINT MANUEACTURE 
WoRTD CROPS ATOMICS 
Foor MANUPACTORE 
POTTERY ANDY GLASS 
HOTEL DING DIGEST 
MUCK SHIFTER 
PETROLEUM 
CHEMICAL AND PROCESS 


PNGINEE RING 
All published at 
Stratford House 
Eden St., London, N.W.1 
Specimen copies 


on request 
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- SOME FAMOUS . Here omething new on Hardware pur 

* CONTRIBUTORS ©*¢ anions It's not a trade organ——nor a pie ' B 
© Mergent tovelt of a 8 6@ advertuung propaganda, but 4 newspaper giving \ 
ot). er . valuable sales advice and news review of the af 
. loss 62 hardware trade The first scsue i just off the 

© ke i“ . press— packed with features by leading personal 

e 3 + © ues Don't muss at Write for FREE copies 

e && ‘é ; . NOW for you and your essstants 

© Gntupdonmum: © 

. tan. “er. «=BURRAGE & BOYDE LTD. 
eeeeeeveeeeve ADNITT ROAD. NORTHAMPTON 


With this ad. in the “Ironmonger,” Burrage & 
Boyde Ltd., hardware manufacturers, introduced 
the first number of a publication designed to 


aid retailers in selling 


They claim it is not a 


piece of advertising propaganda. 


( NE of the biggest and most 

important merchandising 
tie-ups between a national 
magazine and a trade paper has 
been planned for the autumn. 
In its issue dated November 21, 
Picture Post will Sponsor a 
British toy supplement, under 
the title “Buy British Toys this 
Christmas.” In conjunctior, 
Games & Toys will feature a 
special trade supplement in its 
October issue, and all firms 
advertising in Picture Post will 
automatically have their adver- 
tisements published in_ that 
journal, also. 

Ihe arrangement is that Picture 
Post will give a proportionate 
amoun, of free advertising space 
to its advertisers in the Games & 
Toys feature. As an example, an 
advertiser who places | 16 page 
in Picture Post will be entitled to 
a} page in Games & Tovs, while 
an | page in the national maga 
vine will command a $ page in 
the trade supplement 

Announcing the link-up, Garies 
& Toys says that the toy trade, 
where peak buying periods are 
apt to be of short duration and 
high concentration, the need for 
cflective advertising, producing an 
immediate pay off at the shop 
counter, has always been appreci 
ated. But while most manufac 
turers have been willing to use 
their space intelligently to this 
end, they have not always found 
it casy to get the results they in 


tended. There has been a gap 
amounting in some cases almost 
to a gulf—between the advertise- 
ment as It appears in a newspaper 
or magazine, and the shop where 
the goods are sol 

Traders are told how. in an 
attempt to bridge the gap, Picture 
Post has been trying for a number 
of years to extend its service io 
advertisers by offering ready-made 
merchandising material- window 
bills. showcards, pelmets, ete. 
which it makes up from advertise- 
ments on current issues, and 


Remember the famous poster? 


Journal” to illustrate an article on the trades’ publicity. 


more fruit’ campaign is 


to boost 


British loys 


Tie-up scheme 


SCRUTINEER 


It 


distributes to all 
manufacturers’ lists 
special supplements devoted to 
specific industries have been 
Organised; last vear there was 
one for toys. 

To help this year’s toy supple- 
ment “go with a swing,” there is, 
what Games and Toys describes 
as “the most remarkable offer of 
its kind ever made by a national! 
publication to the toy industry.” 


stockists on 
In addition, 


. » * 
READER of Meat Trades 
Journal, who has recently 


returned from a tour of European 
Sausage factories, during which 
he had the opportunity to study 
various methods of marketing. 


puts forward a plea for a national 


is resurrected by “Fruit Trades 


A new Fat 


now under consideration 
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Which door do you open 
to close a sale? 


Many one-room shops of the past have 


ADVERTISER'S WEEKLY 


become industrial giants . . . and the sales- 
man has a tougher job. He must contact 
many men in each organisation . . . behind 
any one door may sit an unknown man whose 
Opinion can influence a sale. 

The Machinist, however, gets past closed 
doors and so helps your salesmen by reaching 


both the direct and indirect buying influences. 
The Machinist advertising thus makes and 
maintains contact, arouses interest, creates 
preference and enables the salesman to con- 
centrate on the important job of securing 
the order. 


So whether you sell— 


MACHINE TOOLS 
OR CUTTING OILS 
GAUGES OR 
ELECTRIC MOTORS 
ABRASIVES OR 
MATERIALS 
HANDLING 
EQUIPMENT 


—in fact anything for 
Metal Working Production 
you will find The 
Machinist the most 
profitable advertising 
medium. 


MANAGING 
WORKS DIRECTOR 


MANAGER 


SUPERINTENDENT 


The first step in any sale is to FOREMAN 
contact all the men who directly 
or indirectly control or influence 


* For further details write to the purchase of your product. 
THE DIRECTOR OF ADVERTISING ‘ja 


TELEPHONE: CENTRAL 091! PLANT AND PRODUCTION ENGINEERING 


McGRAW-HILL PUBLISHING CO. LTD. McGRAW-HILL HOUSE, 95 FARRINGDON STREET, LONDON, €E.C.4 
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VIEWPOINT continued 


campaign for the 


Kingdom, in order to bring back 
the popularity and prestige of 
the traditional English breakfast.” 


He tells his butcher colleagues | 


that, on the Continent, exhibition 
stands, posters, banners, special 
displays, leaflets, etc., all play a 


very important part in the general | 


sules schemes, and that his brief 
survey indicated that increased 
sules almost invariably corres 
ponded proportionately to the 
amount of advertising given to 
the product. Of course, as the 
tradesman agrees, a lot of pub 
licity is being organised by indi 
vidual sausage producers here 
but he wants a national scheme 

Behind this plea are the activi 
ties of two other branches of 
the food industry fish and 
fruit. As a result of the national 
campaign for fish, says — the 
writer, More and more fish is un 
doubtedly being eaten in Britain 

Discussing the “fish” scheme 
the White Fish Authority's “Whis 
pering Fish” campaign, to give it 
its correct title lish riers’ Re 
view, reminds readers that some 
£80,000 is being devoted to it 
this vear. On average, 25 million 
advertisements are appearing 
each month, and the campaign ts 
to continue until October. 

That. in itself, should give the 
sausage makers a far idea of 
what they are up against! In 
addition to the advertisements 
point-of-sale display material has 
been prepared for friers and fish 
mongers, and is being offered to 
them at less than cost, the outlay 
being subsidised to a considerable 
extent by the White Fish 
Authority 

On the use of the display aids 
hish Friers’ Review comments 
that it is essential if traders are 
going to get full value out of the 
advertising campaign, “Adver 
lising experts are giving more and 
more attention to advertising at 
the point-of-sale, for they realise 
that the most powerful press and 
poster advertising can still be 
helped to an enormous extent by 
the reminder at the time and 
Place where the product can be 
bought In most retail trades 
other than the fish trade, point 
of-sale advertising is part of the 
normal routine, 

And now for the other food, 
the promotional activities for 
which helped to inspire the sug 
gestion for a sausage campaign 
frum. Prait Trades Journal, which 
records that the suppliers’ and 
retailers’ associations have passed 
unanimous votes for an “Bat 
More Fruit” campaign, adds that 
no thorough investigation has 
been made “on the troublesome 
question of finance.” However, 
the secretary of the Retail) bruit 
Trade Federation has estimated 
that some £200,000 per year will 
be needed. 

The journal recalls the original 


“Eat More Fruit” campaign of | 329, HIGH HOLBORN, LONDON. WCI 


sausage and | 
kindred products in the United | 


iL 
SOLICITORS JOURNAL 


Reaches an in y 
fluential section 
of professional 
people who sub 
scribe to the only 
legal weekly 
for Practising 


solicitors 


102.FETTER LANE EC4 CHA 6855 


The Monthly 
Register 
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Food Manufacturing 


Building 


Boot and Shoe Trade 


er | 


Britain’s Leading 


Weekly Shoe & 
Leather Trade Paper 


SPENCER HOUSE, SOUTH PLACE, E.C.2 
TEL: MONARCH 0666 GRAMS: ALSHUNUZE 


Rate card and specimen copy on application 


21 YEARS 
OF PUBLICATION 
sooo TRADE REVIEW. LTO 


Meat Trade 


RECORD 


Founded 1886 


Read by the men who 
matter in the trade 


GRANVILLE HOUSE 
ARUNDEL ST. LONDON WC2 
Tel. TEM 5524 6 


Meat Trades’ Fournal 
Weekly net sales exceed 
31,000 
For over 60 years the official 
organ of the meat trade. 


5 CHARTERHOUSE SQUARE, LONDON, E.C.1 


Painting and 
Decorating Trade 


oD. A. 
a S @ 1881 


The Journal of Decorative 
Art & British Decorator 
The Leading journal for all associated 
with the Painting and Decorating Trade 
CROMFORD HOUSE - MANCHESTER 4 


Export 


Paper Trade 


“ENGINEERING 
& ALLIED TRADES REVIEW” 
A quarterly publication 
devoted to EXPORT 
World-wide circulation 
15,000 copies per issue 
165 FENCHURCH ST., LONDON, E.C.3 


Gas 


THE PAPER MAKER 
THE PAPER MARKET 
THE PAPER BOX & BAG MAKER 
PHILLIPS PAPER TRADE DIRECTORY 
OF THE WORLD 


Gas Journal 


Newspaper and expert technical weekly 


Gas Service 


The specialist for Gas Sales and 
Service Staffs 


1t Bolt Court, Fleet Street, E.C.4 


S$. C. PHILLIPS & CO., LTD 


3 TUDOR STREET, LONDON, E.C.4 


awe WORLD s 


PAPER@) TRADE 
~ REVIEW 


THE PAPERMAKERS’ WEEKLY JOURNAL 
A.B.C. MEMBER 


Campaign in a 
** Selling ’’ Journal 


“GAS TIMES” -Sclls ss gas plant 
appliances and engineering 
equipment 

“INDUSTRIAL GAS” Sells was 
fired furnaces dryers and = gas 
heating equ pment 

Both are under the Editorial Direc 

tion of Dr. W. F. Coxon. MSc 
FRIC, FIM. Minstt 


Enquiries 
ARROW PRESS LIMITED 
157 Hagden Lane, Watford, Herts 


Telephone Gadebrook 
Telegrams: Techpres 


208 9 
Wattord 


Health, Hygiene and 
Sanitation 


World's Leading journal for 
Health, Hygiene and Sanitation 


THE JOURNAL OF THE 
Royal Sanitary Institute 


90 Buckingham Palace Road, $.W.! 
Tel.: SLOane 51345 
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SPECIALIST 


Municipal Works and 
Local Government 


SURVEYOR 


And Maniipe! and County tmgincce 


The Powerful and Trusted 
Journal for all 
Advertisers 
wishing to reach :— 

@ EVERY LOCAL AUTHORITY 

@ PUBLIC WORKS CONTRACTORS 
@ THE BUILDING INDUSTRY 

@ ARCHITECTS & SURVEYORS 


8 SOUTHAMPTON ROW, W.C.! 
TELEPHONE: HOLBORN 0452 


Lubrication 


Independent 
The ONLY voted 10 
jou TUBRICAT 10ON 
——— 


Details from 
1c 


t 
B, Walker Stree 
Wellington, Shropshire 


Can-Making Trade 


Printing Trade 


THE BRITISH & COLONIAL 


Printer 


THE ONLY TRADE WEEKLY 


Paperé Print 


QUARTERLY 


329, HIGH HOLBORN, W.C.! 


Photography 


Good Photography 


Monthly—for all 
amateur photographers 


1! Bole Court, Fleet Street, E.C.4 


TIN-PRINTER & 

BOX MAKER 
Specialist monthly magazine covering print- 
ing on sheet metals, and the fabrication of 
plain and decorated tins, cans and boxes 

from tinplate and aluminium. 
CANNING PUBLICATIONS 

1415 COLEMAN ST.,LONDON,E.C.2 

Tel.: MONarch 1995 


Purchasing | 


Metal Industries 


y~ journal in steel | 
for real reader interest 


THE BRITISH 


STEELMAKER 


7 CHESTERFIELD GARDENS W.! 
REGent 3066 


TO CONTACT 


INDUSTRI 
BUYERS 


use their own weekly - 


Bivchons 
Bulletin 


Published by 


PURCHASING OFFICERS ASSOCIATION 
WARDROBE COURT 
46a QUEEN VICTORIA STREET, E.C.4 
Tel. CITY 3841-23 


upplie 


Journal of the 
INSTITUTE OF PUBLIC 
SUPPLIES OFFICERS 

Read by Chief Officers who purchase for 
* Hospitals 
* Local Authorities 
*% Nationalised Industries 
40 Sackville Street, London, W.1 
Telephone : Grosvenor 7281 


; 5 DENMARK ST. W.C.2 


Furnishing Trade 


Transport 


Heavy Clay 
Industries 


SERVING THE CERAMIC INDUSTRY 
the Kefractories Journal (()fficial Organ 
oft The Refractories Association of Great 
Britain). Clayeraft (Official Organ of the 
ot Clay Technology) Ceramic 
r Machinery Makers and Ceram 
cturers at home and 
(Published at 34 Townsend 
Albans, Herts.) Annual Subscripiion: 30s 
Gt. Britain, 345s. Ovetscas 
london & Shefficid Publishing Co., Ltd., 
? Chesterficld Gdns., Curzon St, Wi 


The 
Furnishing 
World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture, 
Upholstery, Bedding and 
Furnishing Trade. 


180 Fleet Street, London, E.C.4 
Tel.: CHA. 8844. 


PASSENGER 
TRANSPORT 


* 


Your announcement in “ |’ |.” 
reaches operators and man (ur 
turers of the world’s largest «ad 


vehicle fleets. 
* 


PASSENGER 


ADVERTISER'S WEEKLY 


® TRADE PRESS 
VIEWPOINT 


continued 


the 1920's, which “doubled and 
trebled turnovers, provided a 
selling market in Britain for fruit 
growers all over the world, and 
certainly improved the health of 
millions of the buying public.” 


* * . 


QUESTION being asked by 
POP trenton im many trades 
nowadays concerns the cost of 
mereased national advertising by 
their suppliers. Will the extra 
money required be put on the 
cost of the goods of taken from 
the retailers’ profit? they ask 
Stvle for Men adopts the chal 
lenge and answers them to venti 
late this important point. Peter 
Jaques, a Leicester clothier and 
outfitter is the challenger and his 
answer to the question is that 
either way, the manufacturer may 
get back where he started 

He goes on to contend that the 
whole snag of mass national ad 
vertising as far as the retailer os 
concerned is that it tends to take 


This curious wire structure illus 
trated in “The Outfitter,” fits on 
to the neck of the ordinary shirt 
bust and does away with the un 
fortunate impression so often 
prevalent that — the unlucky 
wearer hay been decapitated. The 
wire structure gives an outline 
impression of the chin and lower 
jaw, and allows the collar and 
tie to be displaved far more 
eflectively than hitherto 


the individuality from the shop 
Moreover, instead of the manu 
facturer placing his goods with 
two or three accounts in a town, 
the same merchandise may be 
available not only in every small 
shop but in the big stores as well 
In this case, his type of ind 
vidual retailer hardly notices 
an increased demand 

Mr. Jaques’s own idea of ad 
vertising to benefit the retailer, is 
that the product should be con 
fined to two or three people in 
a town, nationally advertised and 
backed up by the local retailer 
advertising it in his own local 
journal every Thursday or Friday 
His advertisement should be 
simple and to the point, with a 
good-looking block obtained from 
the manufacturer, and with the 
retailer's name in big letters 
underneath the merchandise con 
cerned 

Replying to this retailer's chal 


TRANSPORT 


Telephone HOLBORN 4» 45 


lenge, Derek Roe (F. John Roe & 
Co., Ltd.. Manchester) says no 
| body will pretend that to achieve 
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SCOTSMAN 


A”* ERTISING in THE 

SCOTSMAN influences the 
considerable purchasing power of 
Scottish industrial, agricultural 


and family markets. 


SCOTLAND’S NATIONAL NEWSPAPER 
MEMBER A.B.C. 


North Bridge 
EDINBURGH 


63, Fleet Street 
LONDON, E.C.4 


GUTTA ULL LL 


SYREN «0 SHIPPING 


is THE Shipping Paper 
if you want to reach 


the leaders in shipowning 
and shipbuilding 
Read since 1896 by Owners, Naval Architects, 
Marine Superintendents, Shipbuilders and design 
staffs. 
Send for a specimen copy and rate card to: 


Syren & Shipping Ltd., 26 28 Billiter Street, London, E.C.3. 
Telephone No. Royal $322 


A reliable medium for HOME 
& EXPORT advertising, reach- 
ing the firms that matter, read by 
executives in all branches of the 
Metal and its allied industries. 


METAL 
BULLETIN Aamo 


Published by 
METAL INFORMATION BUREAU LTD. 
Birkett House, 27 Albemarle St., London, W.! 


( 


»& 


Jury 9, 1983 
® TRADE PRESS VIEWPOINT — continued 
, ‘(349 
1947 8 —_ 1949} This sketch shows 
2] ee) the rise of the 
| ; : quick frozen citrus 
4)) MILLION }i MILLION ? MILLION juice product in 
4 GALLONS (5 GALLONS @) GALLONS the United States 
It illustrated an 
> — article describing 
— the promotional ac 
: 4 ‘ tivities for the pro 
95) 195] 1951 i 1952 duct published inn 
an ‘Frut Trades 
) MILLION Journal 
4 = 
J) GALLONS saitome 
greatest suceess One must sell at were used in public works engi 
the lowest price. “There must be neering. He had previously been 
many cases of businesses whose — given a figure of 2,000 compres 


quality and prices have increased 


with their success But every 
body knows that if you want to 
provide better quality at a lower 
price and still make a_ bigger 


profit, then 
turnover.” 


you must have faster 


answer 18 ob 
advertised lines 
advantage of the 
advertising cam 
Roe. And on the 
individuality he 


Ihe retatler’s 
viously to stock 
ind take full 
manufacturer s 
paign, says Mr 
question = of 
declares 
individual 
shown by a 
offering the latest 
advertised lines that people 
want. Making the best selection 
of these still leaves plenty of 
scope and the result is Itkely 
to be better than whatever 
‘individuality’ has been lost 
Real pride and personal touch 
can still be applied to efficient 

Individuality of this 
kind should be shown in the 
retailer's OWn local advertising 
He should” certainly obtain 
blocks from the manufacturer 
n time to tie-up, but he should 
include a personal appeal.” 


days, 
is best 


| In these 
enterprise 
retailer in 


serv loc 


* * * 


NERODUCING issue No. 1 
of Pig Farming, a monthly, 

B. A, Steward, the editor, himself 
4 pig farmer, says it has always 
seemed strange to him that no 
paper catered exclusively for the 
interests of men and women en- 
gaged in an industry which now 


has a turnover of more than 
£140 million a year He says 
that after this year’s harvest, 


with a free market in cereal and 
fecdingstufls, a great many more 
people will start pig-keeping. One 
expert has put the = desirable 
national target at no fewer than 
20 million pigs. Print order for 


| the first issue was 30,000 copies, 


an increase of 10,000) on. the 
guaranteed eirculation figure 
Publishers are Pig) Publications 
Ltd.. Ipswich 


* * * 

MIVHE MARKETING 
ant to a 

pump 


asked 
many 


consult 
compressor and 

manufacturer recently 
Municipal Journal how 
units of this equipment 


sors and had been unable to ob 
tain any estimate for pumps 
Ihe research department of 
Municipal Journal were able to 
assure him that there were well 
over 12,000 compressors and 
30,000 pumps in direct use by 
local authorities, and that many 
thousands more were in use on 
hire and contract work 

The manufacturer is now in a 
position to prepare production 
and sales schedules for the pub 
lic works market, based on the 
facts the journal was able to give 
him. Just one more example of 
the type of service that the trade 
and technical press provide for 
its readers 


PA NT, OIL 
& COLOUR 


JOURNAL 


‘ONLY 


journal in the 


PAINT FIELD 
| with 
A.B.C. 
CIRCULATION 


figures 


83/6 FARRINGDON ST., LONDON, E.C.4 
Telephone : City 4788/9, 6640 
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More 


ESULITS of the latest statis- 
tical investigations on 
press advertising in Sweden are 
given in Affars-ekonomi No. 
6, 1953, the Swedish financial 
and economic magazine. A 
table is presented mentioning 
30 diflerent products and giving 
the space taken in nationals, 
weeklies and provincials, as 
well as the total for September- 
October 1952 compared with 
the same period for the year 
before. 
Ihe general trend of — the 
report indicates a substantial in- 


SWEDISH Al 


ad. space in 


Swedish press 


crease in the press advertising for 
the 1952 penod. In particular, 
household goods, glass and por 
celain raised their advertising by 
173-7 per cent. Ladies’ under- 
wear had an increase of 80-4; 
curamels and cough drops also 
went up by 80:4; mouth hygiene 
articles by 48-0, and branded 
coffee by 37-0, 

Of the 30 groups, only seven 
recorded a fall in’ advertising 
over the periods compared. Peri 
odicals reduced their advertising 
by 61-8 per cent, the colours and 
varnishes group brought their 
advertising down by 27°9. and 
watches and optical instruments 


IVERTISING 


Fost line shows 1952 figures Those for 1951 are given in brackets Figures are im 
centimetres 
Consumer Producer Total 
Nationals 651,426 MANOS 
HOO HOS 785,21 
Provincials 627,533 TUT SAY 
$M) WH5,717 
Weeklies 165,602 176,400 
157,514 (166,902 


The chairman clears his throat. 


, 


— directors from client and agent, executive, 


block maker 


new catalogue. 


place, they are still one man short. 

The whole project depends on paper, 

yet no-one there would call himself a paper expert. 
Do call in Spicers paper consultant before it’s too late. 


He may save you from so many Ww astetul errors, 


he may be in time... 


and seem ready to discuss the 


But though there’s no empty 


rhewv’ve all turned up 


by 


by 


small drop of 6°9 
Ihe 


195 
in 
pre 


sight 
newspapers 
closely 


19-2 


10-7 


, 


as 


19S] 


ss 


Washing 
products decreased advert 
18-5, radios by 
Book publishe: 


overall 


against 
in all 


Ihe 


increase, 


I he 


newspapers 


The 
tween 


the 


consumes 


went 


tha 


report 


consumer 
advertising and it is shown 
goods ad 

up the 
in 


the 


more 


and had only a 
weeklies 


An institute for the higher 
cation in the advertising 
publicity branches ts to 

tockholm this autumn 
administration 


Institute 
mstitute 


the universities and trade co 


7M 


After 


) 


hours 


will 


“a= two-term 
the 


al 


1-9 and 


total, | 
shows a definite advance 
taken during September-() 


the 
branches 
weeklies res 


Sl 1c 


the p 


in 
national 
small 


ot 


have 


graduates 


largest 
followed by 


the 


distingurs 
and 


pyre 
new 


rise 


cour 


acquire college standing 


A 


the 


Is 


And the suggestions he offers on paper 


can give an added torce and character to the job. 


speak to Splcers 


lo 


new 
training of 


be 


* 


specialised seho 


started 


Telephone: CENTRAL 4211 * 19 New Bridge 


export 


in 


St., London, 


Stock lh 


be 


duce! 


that 


in 


tising 
vincial 
WpPe»rs 
the 


edu 


ind sales 
open 
Under the 
the G iphical 
in Stockholm, the 


in 


new 
as teachers 
leading experts in the fields of 
practical salesmanship and adver 
tising as well as professors from 


eges 


se 


ot 


will 


m 


for 
Saliesmen 


in 


ADVERTISER'S WEEKLY 


September Although Swedish 
commercial colleges give instruc 
tion in pertinent subjects, the 
present complic ited structure of 
foreign trade and the tightening 
market situation are deemed to 
call for a more expert Knowledge 
on the part of those engaged in 
export business 

Organisations behind the new 
project the General Export 
Association of Sweden, the Coun 
cal oof Swedish Chambers of 
Commerce, the Union of Swedish 
Otfice Employees, the Swedish 
Sales and Advertising Federation, 
and the Association of Graduates 
from the Schartaus Commercial 
Institute in Stockholm 


ate 


* * * 


New Zealand 


Ihe Shell Motor Onl and 
Austin car campaigns m New 
Zealand, mentioned recently in 
this feature, are handled in that 
country by Hott Ltd. and the 
Charles Haines agency respec 
tively 

° 
Australia 
—_-_----_--.-- 

Suggestions for an “Bat More 
Sugar” campaign will be put for 
ward by the Australian deleva 
thon to the International Sugar 


Conterence According to R 


Muir, of the Australian Cane 
growers’ Council, at present 
prices, half the Australian total 
export of 620,000 tons would be 


sold at less than the cost of pro 
duction 
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ADVERTISER'S WEEKLY 


* 


When planning an advertising 
campaign in Southern Africa, 
consult 


Noith Le 


NEWSPAPERS LTD 


24 Holborn, London, E.C.!. Tel. HOLborn 4144 


Cape Town 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 


Durban NATAL MERCURY 

SOUTH AFRICAN WOMAN’S WEEKLY 
Johannesburg = RAND DAILY MAIL 
National SUNDAY TIMES 


SUNDAY EXPRESS & HOME JOURNAL 
DIE LANDSTEM 

SPOTLIGHT 

FORUM 


.... and now in Sweden 
A, & A. Magazine nett 
sales exceed 2,000,000 


copies. 


Frank L. Crane 


The immense readership | 
interest and confidence in \ 


ETALLURG 


in a ON 


TALS 


THE BRITISH JOURNAL OF ME 


Provide |the ideal background for advertising] to 
producers and users of metals and alloys. 


THE KENNEDY PRESS LTD., 31 KING ST. WEST, MANCHESTER, 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 
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Strident ad. 
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. . » South America 


techniques 


for Venezuela 


advises JACK SWAAB, head of overseas de 


partment, 


Foote, Cone & Belding Ltd., who recently visited Latin- 
American to investigate the possibilities of the market. 


ARTIS of South America 

have moved overnight trom 
the age of the donkey to that 
of the aeroplane. Nowhere is 
this more evident than in 
Caracas, Venezuela's capital. A 
thousand million barrels of oil 


a year from Lake Maracaibo 
have immensely enriched 
Venezuela and placed the 
Bolivar among the world’s 


hardest currencies. 

Caracas is a boom town. Every- 
thing is big —-the buses (painted a 
surprising heliotrope), the build- 
ings, the “business and certainly 
the The architecture 


prices 1s 
bold and adventurous, 1 was 
reminded of a sort of super 


Festival of Britain by the bright 
colours and unusual shapes of the 
new blocks of flats and business 
houses. The shops, which feature 
the newest techniques of display 
and presentation, are filled with 
modern consumer goods-—-deep 
freezes, nylons, television, Swiss 
watches. 

At night the city is a blaze of 
neon lights To encourage this 
nocturnal gaiety the Government 
taxes neon signs less heavily than 
ordinary posters and the results 
are spectacular. Below the neon 
lights are dozens of 48 sheets 
resplendent in “black light,” and 
the final touch is added by the 
constant stream of enormous 
(mostly American) cars. There 
wre over 60,000 private cars in 
<aracas and about 8,000 taxis 
this in a city of less than a million 
people! 

The price of petrol being about 
24d. a gallon makes the sight of 
this endless fleet of huge cars less 
surprising. Yet, paradoxically, 
the small car is coming increas- 
ingly into demand because of the 
acute parking problems. While 
the old Spanish sections of 
Caracas are rapidly being torn 
down and replaced by wide 
avenidas, it is still a common ex- 
perience to drive around for an 
hour before being able to park 


Room for British goods 
There is, therefore. a market 
for British cars, even though low 
petro] consumption is not a factor 
In a wealthy community like 
Caracas, these are well suited as 
the second car for local shopping 
or as junior’s sports model 
Indeed, there are an increasing 
number to be seen 
Television is another example 
of how Britain should be able 
to earn some hard currency. At 
present there is only one 
(Government—-non-commercial) 
network, but soon there will be 
five, all of which will be com- 


mercial. However, like every- 
thing else in Caracas. the 
accent is on size. The only 


sets | saw on sale were giant 

21 in, screens. 

There are few British goods 
generally on view. This is hap- 
pening in a country where income 
tax is less than £30 on a salary 
of £1,500, and offering one of the 
strongest buyer’s markets in the 
world. Those that I did see were 
too expensive to be competitive 
with their American counterparts. 

Like nearly everything else in 
Caracas, the advertising is strident 
and forceful. Common minimum 
size newspaper advertisements are 
30 in., painted signs are large and 
numerous and there are a large 
number of commercial radio 
stations. The cinemas feature one 
and two minute films (and those 
I saw were well devised and pro- 
duced), as well as cinema slides. 
Commercial television is just 
around the corner. 


Illiteracy problem 


Advertising of a mass product 
may have to follow a very differ- 
ent pattern from that used in 
Britain; only about SO per cent of 
Venezuela’s six million people are 
literate, and there are only about 
300 periodicals published through- 
out the country, compared for 
example with the 1,400 or so read 
by about five million Swiss. The 
main newspapers of the country 
are concentrated in Caracas (six 
cr seven) and Maracaibo (three) 
and their circulations range from 
only 20 to 50 thousand. However, 
for a “class” (this word is some- 
what anomalous in Caracas) pro- 
duct the press is still a profitable 
first line of attack and it may ad- 
vantageously be supplemented by 
international] publications such as 
Life en Espanol, Vision and so 
on. 

Expert knowledge in market- 
ing and advertising is absolutely 
necessary in Venezuela (where 
a refrigerator in a mud 
hut is no rarity). Half a 
dozen advertising agencies in 
the British sense of the word 
now exist. Several are fully 
modernised and produce excel- 
lent work although hampered 
by lack of good local process 
engraving and typesetting faci- 
lities, and to some extent by a 
shortage of good commercial 
artists. In my opinion an 
attempt to enter the Venezuelan 
market without assistance from 
these agencies would be exceed- 
inely chancy. The market is 
there but it must be got at the 
right way. In Caracas the 
wrong way can be ruinously 
expensive as well as hopelessly 

ineffective. 
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How sampling and 


coupon 


schemes work 


By C. Brunning, 
Managing Director, Circular Distributors Ltd. 


MPVHE days of the seller's mar- 

kets are long over and 
companies, especially those 
selling consumer products, are 
intensifying their efforts to 
achieve sales. 

The past twelve months have 
seen a substantia! increase in 
the number of companies mak- 
ing use of sampling schemes and 


coupon offers and many adver 
tisers will be conjecturing on 
how these schemes operate and 


what sort of results they bring 
Sampling and couponing are 
not every advertiser's medium, 
but they are especially suitable 
for certain commodities 
Sampling is especially suitable 
where taste is involved. The 
toothpaste companies, in whose 
products flavour is an important 
factor, report that distribution of 
samples, though costly, is the 
most effective form of advertis- 
ing. Kkood products, too, more 
especially of the packed variety, 
report substantial increases in 
sales from areas which have been 
sampled. Sampling, however, 1s 
by no means confined to products 
involving taste or flavour and is 
being very successfully employed 
in the cleaning and soap field. 
Couponing can be used for a 
multiplicity of products. It has 
certain advantages, as well as dis- 
advantages, compared with 
straight sampling 


Redemption rates vary 
considerably 


The very nature of the pack of 
some products prevents sampling. 
For example, anything packed in 
a glass container is not easy to 
sample or, for instance, bulky 
packs. ‘The issue of a coupon 
provides a convenient method of 
placing the product in the con- 
sumer’s hands. The disadvantages 
are that by couponing, a 100 per 
cent distribution of the product is 
never achieved Redemption 
rates vary considerably accord- 
ing to the nature of the product, 
anywhere from 20 per cent to 
80 per cent. This could not al- 
ways be considered to be a dis- 
advantage as at least those who 
take the trouble to redeem their 
coupon are to some degree in- 
terested in the product. The 
next disadvantage, though a 
minor one, is the mechanical end 
of redemption. A certain amount 
of clerical work is involved in 


collecting and checking returns 
_In my experience advertisers 
find that the coupon scheme is an 


economical 
sales 


way of increasing 
Here are two case histories 
A Food Product. Coupon dis- 
tribution value 6d. preceded by 


canvass of local retailers in area 
distributed 
Stockists prior to canvass 24% 
Stockists on completion of 
coupon scheme : 26 
Redemption rate .. a 


In this case, not only was the 
product put into the hands of 25 
per cent of the householders, but 
retail distribution was more than 
doubled. On cost, gross profit on 
sales made to retailers, almost 
covered the cost of sampling 

A Proprietary Medicine offe: 
of booklet. Children’s Market. 


Redemption rate 13 
Cost per reply Gncluding 
booklet) 3s, 4d 
Mechanics of sampling 
and couponing 
There are three methods of 


sampling and two of couponing 


Method 1. Direct Mail. 

Mass distribution of samples 
and coupons can be made by 
direct) mail The coverage ob- 
tainable by use of Voters Lists 
is about 98 per cent. of house 
holds. Direct mail is the quickest 
method as delivery is made in 
one day. Costs are high. Postage 
alone % £6 Ss. per 1,000 for up 
to 4 oz. and in addition there is 
the cost of addressing and pack- 
ing. An average cost for direct 
mail is £10 Ss per 1,000 


Method II. 
tribution. 
This can only be operated in 

urban and suburban areas and 

cannot cover rural areas. Ap- 
proximately 10 million house- 
holds can be reached. Distribu- 
tion obtained is not 100 per cent 

but averages 95 per cent to 96 

per cent. Delivery cannot be 

effected overnight. It takes about 

3 4 weeks to cover the 

10 million households. 

Costs. This method scores on 
costs as opposed to direct mail 
The average cost of large-scale 
house-to-house distribution is £3 


House-to-House dis 


to £3 Is. per 1,000, for either 
samples or coupons. This cost is 
based on a properly supervised 


distribution 


Method Il. For samples only. 
Distribution at suitable points. 
i.e. a grocer can be provided with 

samples to give to his customers. A 

toothpaste manufacturer can leave 

samples in hotel bedrooms. 
This method of distribution is 
generally unsatisfactory. There 
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COMPANY MEETIN«G 


ADVERTISER'S WEEKLY 


ODHAMS PRESS LTD. 


Satisfactory result despite difficult 


conditions 


MR. A. C, DUNCAN’S STATEMENT 


he thirty-third annua! veneral 
meeting of Odhams P Lid. 
was held on June 30 in | ondon, 
Mr. A. C. Duncan, F-C.A_ (chair- 


man of the company), presiding. 

The following are extracts from 
the Chairman's circulated state- 
ment 

While our gross revenue has in- 
creased by £1,614,000, our pro- 
duction costs and other cxpendi- 
ture have increased slight!) more 
by £1,667,000, our net profit for 
the year shows a relatively small 
reduction of £38,000, 

As taxation, however, 
£135,000 less than for the pre- 
vious year, Our net profit of 
£1,034,180 after taxation has in- 
creased by £97,000. 

This, | think, may be accepted 
as a satisfactory result, having 
regard to the difficult conditions 
prevailing throughout the year. 

For example, the average cost 
of paper, our principal raw 
material, increased by £8 per ton 
during the year, but I am glad to 
say that since December 31 last 
the price has been reduced. It 
is Still, however, over five times 
its pre-war price. 


Dividend Policy 

So far as the Ordinary stock 1s 
concerned, our dividend policy 
has always been guided by the 
present and future requirements 
of the business. 

In times of inflationary values, 
such as have been experienced 
during recent years, replacement 
costs are not covered by deprecia- 
tion allowances on pre-war capital 
costs. The wisdom of conserving 
the company’s resources will, 
therefore, be obvious, 

Nevertheless, this year the 
directors felt that they could 
safely recommend an increase of 
5 per cent in the final Ordinary 
dividend 


Capitalisation of Reserves 


Your directors have decided 
that the sum of £1.269.000 out of 
reserves should be capitalised by 


requires 


converting the existing 4s. units 
into units of 10s, each, in order to 
bring the issued Ordinar, share 
capital of the company more into 
line with the actual cap) em 
ployed in the business 

I think you will all ag that 


the prudent policy pursued during 


recent years has been justi!iod and 
that the reorganisation our 
Ordinary share capital now 
timely and appropriate 

During the year w have 
acquired the whole of t! are 
capital of the Contine: ind 
Overseas Organisation Ltd. 
which publishes Machine, Lloyd, 
a technical journal « inter- 
nationa] reputation, pa - ularly 


in export markets. 


Our subsidiary company, 
Tothill Press, Ltd., has added to 
the range of the technical publi 
cations in which it spectalises and 
the Borough Billposting Company 
has maintained its prestige in the 
outdoor advertising field 


Newspapers and Periodicals 

Ihe circulations of our news 
papers and periodicals remain 
satisfactory and in) most cases 
have increased substantially. 

Among the 40 publications 
owned or controlled by the 
Odhams group may be mentioned 
Woman with a net sale upwards 
of 2,500,000 copies weekly, a 
world record for this type of 
periodical. /ilustrated and John 
Bull, which are both pre-eminent 
in their respective fields, have each 
sales in excess of 1,000,000 copies 


per week. 
The sales of our national 
Sunday newspaper, The People, 


exceed 5,000,000 copies per issue 
by a substantial margin 

Your company, as you know, 
also publishes one of the great 
popular national daily news- 
papers, the Daily Herald, which 
has a sale within’ measurable 
distance of 2,000,000 copies a day 


Weekly Sales over 23 Million 
Copies 

The combined sales of our 
newspapers and journals exceed 
23 million copies per week by a 
considerable margin. We also 
sell great quantities of high-grade 
books, mainly of an educational 
nature. 

The trading results so far this 
year have been satisfactory, but 
many problems are likely to arise 
in the near future, including that 
of sponsored television, which 
will increase the competition in 
the advertising field. This and 
other factors, including continu 
ally increasing costs, are engag 
ing the careful and continual 
consideration of your directors 


Developing Export Trade 

Our publications sell in large 
numbers not only in this country 
but overseas, where they make a 
real contribution towards encour 
aging and developing export trade 
and making known throughout the 
world the British way of life 
Your directors are conscious of 
the great responsibilities entrusted 
to them, and I can assure you that 
we shall be ever-mindful of our 
duty to maintain and enhance the 
prestige and high standing of the 
company. 

The report and = accounts, 
together with the special resolu 
tion relating to the increase of 
capital and the capitalisation of 
reserves, were carried unani 
mously. 
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ADVERTISER'S WEEKLY 


® Growth of Sampling 


-continued 


iS Never any wuarantee that the 
samples provided are piven to 
customers Frequently they are 
used by the retailer or even sold 

Recently, | saw in my hotel a 
toothpaste samople Ihe manu 
fucturer concerned was not very 
well known and the distribution 
of his nroduct was certainly not 
national It seemed to me that 
his effort was wasted because 
even if his sample impressed me 
it would have been difficult to 
purchase the product. This manu 
facturer would have been wiser 
to distribute his samples in a con 
centrated area where distribution 
existed 


It may be 
housewife takes more notice of 
something delivered by post 
than something pushed through 
the letterbox 
by an advertiser who conducted 
a test on a town One-halt 
received the coupon by mail, 
the other half by house-to 
house distribution, The 
redemption rate was identical 


Sampling and couponing have 
come to stay and advertisers are 
rediscovering the effectiveness of 
their advertising merits. The two 
principal methods of distribution 
each have their advantages and 
disadvantages. Direct mail ts 
nearly 100 per cent efficient, but 
comparatively costly.  House-to 
house distribution is 95 per cent 
eflicient, rather slower, but shows 
an advantage in cost 


AD. MAN’S BOOKSHELF 


‘ . 
Guide to type 
* 

Type Principles and Application, Bald 
ioe & Mansell (7s 6d) 

It would not be surprising if 
Type Principles and Application 
conceived by a printer as a style 
book for his own employees, 
proved to be a best-seller in the 
field of typography. It provides 
what hundreds of — printers, 
journalists, typographers and 
others have been looking fora 
neat,  mexpensive, pocket-size 
reference book to settic most 
problems and arguments 


asked if the | 


This was tested | 


Because they were conceived | 


as instructions from a master 
printer to his staff, the decisions 
on points of style are given with 
an authority that) an outside 
stvlist could hardly assume. This 
is an advantage, because we are 
all more inclined to accept deci 
sions given with authority 

In the introductory chapter on 
“Principles” the reader is shown 
how to recognise the characteris 
tics of tvpe faces; how to decide 
length of lines; how to choose 
paper to match type. The second 
chapter, “Application,” is mainly 
for compositors and typographers 
and deals with the physical side 
of type arrangement such as lay 
out and setting, placing blocks 
with type matter, imitials there 


ICOLORGRAPH 


Photographers 


THE NEWBOLD WELLS 
COMPANY 


specialists in 


GIANT ENLARGING 
COMMERCIAL PHOTOGRAPHY 
ARTISTS STUDIO WORK 
NEWBOLD-COLOUR PRINTING 
BLOCK MAKING 
PRINTING ETC. 
Quality Work 
at Competitive Prices 
10-11 DYERS BUILDINGS, HOLBORN, E.C.1 
CHAncery 3186 


AC.K.WARE service includes 


an extensive library of Colour 
and Monochrome pictures 


A.C.K.WARE (Ace 7-044) LTD. 
28a Basinghall St.. London, €.C.2 


Mi Trepoliton WAI6-7 


— 
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Services & 


Photographers 


Blocks & Dies 


No more black and white, Please! 


COLOUR 


PHOTOGRAPHY 
ONLY 


COLOUR 
— PRINTS 
— TRANSPARENCIES 
— SEPARATIONS 
PULITZER 


5S KENSINGTON HIGH STREET, W.8 


WESTERN 2647 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cut-outs. Cutter crush dies for 
showcards, etc. Steel diesfor metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C.! 
CLE 6474 Est. over 40 years 


General Printers 


YLE\PePABOL 
LAT) 
Specialists in 
Photo-E:nlargements 
in Tone and Line 


295 
Camberwell New Road 
rw aR 
RODNEY s811]2 


LONDON ART SERVICE 


PHOTOCRAPHIC)LTO 


Chichester Rents 
oH Chancery wone WE2 
COMMERCIALL ADVERTISING 
PHOTOGRAPHERS 
SAME DAY COPY SERVICE + Prone MOL: BE669 
ee 


Photographic studio speci- 
alising in color in all its 
applications to advertising 
photography. Point of sale, 
showcards, calendars, etc. 


Settings built and furnished 


* Color prints to 24° - 20° 
* Color transparencies to 
95° x 92° 
* Color stereos 
* Color library 
at 


Colorgraph Studios (London) Ltd. 
8 Bream’ s Buildings, E.C.4. CHAncery 3416 


Advertising Novelties 


Advtg. Pencils! 


and all types of ~""" 


Advertising Gifts 


Send us your enquiries 


Let us suggest gifts 


ANGLO FANCY PRODUCTS LTO 
janulacturers 


F ‘ " Nw 
Phones Hampstead $856 and Gladstone 676) 


* 

her child, 66 
your = 

sales-booster ? 


Could be. ‘‘Gartex"’ Advertising 
Balloons float in the best buying 
circles... informing ...reminding 
... Selling, all their long, long life. 
““Gartex"’ are printed to sell 
your product. For details, write 
Sales Office, Young and Fogg 
Rubber Co., Ltd., 124126 
Haydons Road, Wimbledon, 
% London, S.W.19. LIB. 6281-6. 


ADVERTISING MANAGERS ! 


Ask to see sample of our 
PERPETUAL CALENDARS 
before deciding 
Messrs. Watson & Anning, 
46 Princes Gate, S.W.7 


Process Engravers 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENGRAVING SERVICE 


~~ SCOTTISH STUDIOS ~~. 


AND ENGRAVERS LTD | 
DUBRIEN HOUSE 1% CLYDE ST Giascow / 
" ciyy oer OUBRIEN GCLASGOW 


TRADE 
PRINTING 
LITHO 


Photo-O ffset, Multi- 
colour work, Showcard 
Prints, Posters, etc. 


LETTERPRESS 


Four Colour Process, 
Iilustrated Catalogues, 
Brochures, etc 


F. W. WHITE & CO. 


Letterpress & Photo Litho Printers 
ALBION HOUSE, NEW NORTH ST 
THEOBALDS RD., W.C.!. HOL. 9431 


OFFSET 
COLOUR 
PRINTING 


* 

H. MANLY & SON LTD 
19 FINSBURY ROAD 
WOOD GREEN ‘LONDON N.22 
BOWES PARK 3802 


* Hicnest Quaury 
COMPETITIVE PRICES 


THE CABLE PRESS 
OFFERS 


a first-class printing 
service for production 
of 


CATALOGUES 
BROCHURES 
HOUSE JOURNALS 
SYSTEM FORMS 


The Cable Printing & Publishing 
Co. Ltd 


62 DOUGHTY ST., W.C.1. HOL 7771 
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Supplies... 


Miscellaneous 


Showeards 


To 
Authors 
Publishers 
Advertisers 


DORIEN LEIGH 


LIMITED 
and 


WwW. F. MANSELL 


Have over 200,000 
prints in their pic- 
ture library 


Enquiries at CEN 6444 
4/7 Red Lion Court, E.C.4 


FOR QUALITY DISPLAYS 


36-37 MAIDEN LANE STRAND W.C.2 
TEMple Bar 0397 


FOR 


SILK SCREEN PRINTING 


ARE AT 


DISPLAYS, SHOWCARDS 


90 STOKE BEWINGTON WIGH STREET @ 16 


73 


Established 1884 


40,000 norticutuRAL 
PHOTOGRAPHS 


‘ OF ALL TYPES 
for ALL PURPOSES 
REGINALD A. MALBY & CO. 


19 Chelmsford Road, WOODFORD, E.18 
BUCkhurst 0222 


Cut-out Letters 


“¥ 


display 
lettering 


Cut-out relief lettering, 

ready gummed, |2 types, 3/16°-8" 
LONDON INDUSTRIAL ART LTD 
33 Jubilee Place, S.W 3. Tel. FLA 6816 
ORDER DEPT. 3 All Saints Road, W./1 
Tel. PARK 943/ 


Signwriting 


ADVERCR/ 


for SIGNS and 

SIGNWRITING 
of Satisfaction 

25 yeers sound experience 


5 NEW BRIDGE ST., LONDON, E.C.4 
Telephone CiTy 4815 


Commercial Artists 


Pa ON seat 
Packaging 
Booklets 
Folders 

Forum Lettering 
Design 

ART SERVICE LTD. 

10-12 BURY PLACE, w.1 /@veut 

CHA 4121 emma secwrinen © 


VERY RARE! 
* photographic ’ 
RETOUCHING 


a ‘natural’ retouching 
essential to good advertising 


Phone CHAncery 3902 


SMH 


53 Doughty Street, W.C.| 


TUDOR ART AGENCY ITD. 


representing 


FREE LANCE ARTISTS 


1 FURNIVAL STREET, LONDON, E.C.4 


HOLborn 8841 CHAncery 3506 
STOKES & DE MILLE 
STUDIO 

tr CUT-OU] 
DISPLAY DESIGNS 
7 Wine fice Court, Fleet St. &.C.4 
CENtral 6656 


Animated Displays 


CONTROL UN‘TS| 
FOR 
FLASHING LIGHTS 


CRANE AUTOMATIC CO iToO 
Makers of Advertising Dev 

Hong Kong Works, Exhibition Grounds 

Wembley, Middiesex.Wembley77}! 7734 


Exhibitions & Displays 


CcCOOK’S 


DISPLAY PRODUCTIONS LTD 
124 Ladbroke Grove, W.10 
"Phone PARK 8652/4 
EXHIBITIONS - DISPLAYS - SIGNS 
FLUORESCENT SPECIALISTS 


/ doubless 


ART $80. 1:CF 


3 MENTIBNM TOWN ROAD. LOWOON, Ns 


Ssiin 
SCREEN 


Phene » BAYoweter 2291-2 


The CHANGEABLE PRICE TICKET 
Specialists 


Free lance representation required in 
many areas Write for terms to 
CAMDEN PRICE TICKETS 

48 Westbourne Gardens, Hove 3, Sussex 

Hove 39684 


DISPLAD LTD. 


CASTLEFIELDS 
MANCHESTER [5 


BLACKFRIARS 0856 


THE EARLY FIRM 


J. WATSON (London) & CO. LTD. 
Displays in Plastic 


and Metal 
BASSEIN HOUSE - BASSEIN PARW OAD 
LONDON, W.12 + Telephone 5) 4363 


(Continued on page 74) 


| Many 


ADVERTISER'S WEERLY 
© AD. MAN’S BOOKSHELF 


continued 


we find something unusual a 
printer actually advocating the 
mortising of mitial letters, a prac 
tice deplored by most printers but 
relished by ageney typographers), 
tule work, spacing; etc 

“meat” of the 


Then follows the 
book, 1) pages devoted to 
“Literary Style" and covering 
every conceivable style-point that 
could arise in the editorial office 
We forecast that this chapter will 
be cited as the authority in cases 
where differences of opinion arise 

Finally, there a glossary of 
terms used in typesetting and im 
position, blockmaking, tllustra 
tions and paper. Within the limits 
of a book that can be carried in 
the pocket, Type Principles and 
Application covers a tremendous 
amount of ground without sacri 
ficing either style or legibility 
As a book, it is an object-lesson, 
in the principles i lays down 

A final touch of near-genius ts 
provided by the  book-mark 
Which contains the «standard 
proof-reader’s correction symbols 
and their meanings.-G.H.W 


Is 


Aid to artists 


A Practical Guide 
M Norden (Piman, ls 6d) 

In this new book the author 
adopts a method of presentation 
thar could usefully be followed 
by other text-book writers In 
the main body of text he deals 
concisely but adequately, with 
the theory and of per 
spective drawing, but he carefully 
avoids complicating the matter 
with the introduction of “asides’ 
and diversionary cxamples 
instructors tend to do 
stead, he puts all 
ments and “freak” exercises 
Appendices at the end 


to Perspective by 


G 


practice 


us so 

In 
his embellish 
in 


The effect is to streamline the 
important part of the work. the 
“how to do this and that” part 
Every word, every drawn line, 3s 
to the point, and the rate of 
similation by the student is thus 
speeded up The work is well 
Hlustrated. with &3 numbered 
drawings in 91 pages; as many of 


aS 


the illustrations consist of four 
or five separate pieces, the total 
number of working drawings ex 
ceeds 200. which so thoroughly 
provide examples to match the 
text that nothing is left for the 
reader to puzzle over 


One must appreciate this delib 
erate simplification of the theors 
of perspective, the author does 
not try to overwhelm his readers 
with the of his own 
knowledge He advises the reader 
to do things the casy way where 


vastness 


there 1s more than one way to do 
a perspective drawing The 
result ss that the student gets 
ilong much more quickly than 
he would had the subject been 
presented as a difficult’ exercise 
that must be mastered by hard 
work and much perspiration 


G.HW 
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Services & Supplies 


(Continued from page 73) 


Silk Screen Services 


Silk Sereen Services 


SUPASIGNG 


42, HOXTON $Q., CONDON, M/. 
CLE. 2354 


HYPNOCOLOR LTD. 


Silk Screen Printers 


15-16 Gough Square 
Fleet Street, E.C.4 
CITY 2787 


First in Fluorescence 


A. H. 


PRINT PROCESSES 


LTD. 
See the job through 


From Studio to Camera 
to Press — on the 


Premises. 
Speed and Efficiency in 
Silk Sereen Printing and 
Display Making. 


Telephone 
SHOreditch 5041 6 


126 HOXTON STREET 
LONDON, N.1 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


14 WEMDELL AO. LONDON, w.I2 


SHOWCARDS POSTERS 
WINDOW BILLS CUT-OUTS et 


LICENSED DAY =+CLO PRINTERS 


Silk Screen Materials 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GERORGE HALL’S 
of course ! 
GEORGE HALL (Sales) LTD. 


111 Wellington Road, South, 
Stockport. Tel. STO 3375 


Packing 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.|! 
CAN 246! 


1‘@42 7 o.0 


FOR LITHO 


12. 
SON & WATTS L 
“eT $1.,LONDON,EC.2 


\ 
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How to streamline 


point-of-purchase 


techniques 


about 
This should be reflected in point-of-sale material, 


advertising is writing 


claimed a speaker at a recent Canadian conference the 
relevant sessions of which are here summarised. 


74 

| 

| 

| The fundamental thing 
copy. 

“TINHE MERCHANDISING 


problem facing business- 
men to-day ts a lack of hard 
selling in their return to basic 
competition. We have got to 
get back to the point where the 
consumer is made to realise 
that our products are more im- 
portant to him than the money 
in his pocket.” In that way 
W. A. Sheatfer, vice-president 
in charge of sales, opened his 
key address to the Point-Of- 
Purchase Advertising Confer- 
ence recently held in Toronto. 
Sponsors of the event were the 
Packaging Association of 
Canada. 

“It is time we 
work,” continued Mr. Sheaffer 
“Too frequently we delegate 
responsibilities for point-of-pur 
chase advertising to an assistant. 

. The fundamental thing about 
our business is writing copy and 
seeing that it is right.” 


got down to 


Keep the display 

half empty 

A semi-permanent functional 
display should have safety value 
that offered protection against 
petty theft of small merchandise, 
declared Mr. G. E. Plewman, ad- 
vertising manager, Richard Hud- 
nut Ltd, Toronto. Displays of 
this type should never be shown 
complete \ filled "Lhere is 
something about a half-empty 
display that attracts a woman 

“Whenever possible, we use the 
same artwork and layout so that 
the woman, when she enters the 
store and sees the card or pack, 
will register a tie-in impression 
created by newspaper advertising 
Here, the chance of purchase ts 
much higher.” 

Displays with wings were a 
menace, said Mr. I. S. Wolfe, 
president and owner of Kingsway 
Pharmacy, Toronto. They took 
up too much room and if the 
wings were cut off, half the mes- 
sage was usually lost: “Tie-in 
cartons to hold the merchandise 
are acceptable provided they are 
compact 

Where floor displays are 
necessary to the type of promo- 
tion. they should be raised 
slightly off the floor level so that 
the bottom of the display will not 
be smudged by the floor cleaners 


Manufacturers should not charge 
for display materials where the 
dealer uses a large percentage of 
that particular product.” 

Ihe co-ordinated promotion 
plan operated by Goodyear Tyre 
& Rubber Co., of Canada Ltd. 
for the peak tyre-buying months 
was outlined by Mr. Alan I 
Ross, advertising manager 

“Point-of-sale displays include 
pole cards for outdoors; the 
popular indoor dangler for eye 
appeal through motion: long, thin 
posters for the top or bottom of 
windows, which will not block 
window vision: and die-cut win 
dow material In addition, we 
use tyre-centre cards, an item in 
great demand because they are so 
practical.” 

To promote the sale of electric 
irons, Mr. R. J. Burgess, sales 
promotion manager, Appliance 
Division, Canadian Westinghouse 
Co., Ltd., told the conference that 
his firm used a cut-out display 
card which fitted just under the 
top cover of the iron. Designed to 
draw attention to one iron in a 
display of half a dozen irons, the 
card carried a sales message and, 
at the same time, made the article 
stand out in the crowded display 

As another example, he said, 
“We use a wire floor display for 
showing electric blankets. A card 
at the top of his display draws 
attention to the product and 
carries a number of sales points 
If the salesman can’t remember 
all of the sales features of that 
particular product, he merely 
refers to the card which acts as 
a silent reminder.” 


Moving displays 

catch the eye 

Describing the policy of his 
firm in the field of displays, Mr. 
Thomas B. Aikenhead, of Aiken 


head Hardware Ltd. Toronto, 
drew particular attention to the 
value of moving displays: 


For some years we have 
used a moving display on fishing 
tackle. Through a system of 
rotation, a dummy fish, hooked 
on a line and fishing rod, moves 
through water. The movement 
of the fish causes the rod to bend 
This stimulates a tremendous 
attraction around our fishing 
tackle department Action of 
this kind, if handled properly, 
can be trouble free and extremely 
interesting to everyday customers.” 
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TO BE 


ADVERTISER'S WEEKLY 


CCTOBER 


PUBLISHED 


Market surveys reveal how middle-income 
families have changed their spending habits 
under present-day conditions. Here is “House- 
proud,” the up-to-date paper that recognises 
this important consumer fact. 


**Houseproud”’ is the specialised middle-class 
medium for the home loving family who buy 
wisely and plan shrewdly, who want to 
S-T-R-E-T-C-H_ their spending money, but who 
are still the best and largest market in decorations, 
home-furnishing, kitchen equipment, hobbies and 
home-crafts. 


Articles written by selected specialists will 
ensure “Houseproud” a first’ class reader 
following, and will make its advertising pages a 
trusted guide in the purchase and selection of 
home equipment that has a contribution to 
make to modern living 


First issue Contents include: 
It Costs No More to be Warmer This Winter. 
Colour Harmony in the Home. 

How to Re-style Your Furniture. 

“Period Pieces” from “Finds.” 

An American Looks at the English Home. 
Make Useful Christmas Presents. 

Surface Preparation 


Re-decoratinge Without Tears. 
Where-to-Buy Guides. 


for those who take practical pride in their honvws 


A “Do It Yourself” Journal for the Middle Income Family 


Advertisement Rates and Specimen Copy 
from 
ADVERTISEMENT DIRECTOR, THE COMPENDIUM PUBLISHING CO. LTD., 
23 Tavistock Street, London, W.C.2 TEMple Bar 4662 
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1.S.B.A. CHOOSE A 


TO succecd Sir Harold Bowden « 
president of the Incorporated Sa! 

Managers’ Association would seem 
a pretty suff job. But the credential 
of P. G. E. Warburton, bot) as big 
advertiser and as local LS.B.A 
man, are quite impeccable A 
semor member of the executive com 


mittee, he was chairman in 1939-460 
and ted a delegation from the 
Society to Paris in July 1939, and 


he has done valuable work for 
LS.B.A. ever since, in various ways 

In September 1945 Mr. Warbur 
ton became managing director of 
Richard Hudnut Lid. William BR 
Warner & Co., Lid., Vince Labora 
tories Lid. and Dr. barl S. Sloan 
Lid., all of Chiswick Previously 
he was with American Home Pro 
ducts Corporation, New York, as 
weond man in the foreign division 
Home Products International Ltd 
of which he was made vice-presi 
dent 

* * 


Tak reputation of being a wit 
has one snag. One ts expected to 
live up to it 

Lord Mancroft docs more than 
that He os continually enhancing 
the reputation he enjoys as a 
speaker in advertising and sales 
manship circles 

At the annual lunch of | the 
L.S.B.A. last week, he was in capital 
form 


The Merchandise Marks Bill, he 


NEW PRESIDENT 


said, was aimed at “the few 
rogues not at the overwhelming 
majority of honest and conscien 
‘ous advertisers who over the past 
50 years had been striving to im- 
prove their standards. While en 
gaged in piloting the Bill through 
the Lords, he had studied advertise- 
ments closely. In i903 their stan- 
durds of reticence were much 
urcater than to-day. They were so 
“refeened’; there was no hint. of 
those distressing complaints — of 
which chlorophyll was the cure 
But, in one reputable magazine he 
found no fewer than five advertis« 
ments claiming to cure cancer! 

The advertisements of fifty years 
iz) often mystificd him. He could 
not discover just what the products 
were designed to do. In the course 
of the last six months he had 
tudied practically every popular 
pubLeation in this country, and, on 
occasion, he was still mystified by 
“Duz.” “Fiz” or “Burz 

“You can't tell whether you put 
toon your hair, in the bath, feed i 
to the dog, or rub it on your 
stomach,” he complained. 

In a serious vein, Lord Mancroft 
suid that advertisements of com 
pony reports were the worst 
offenders In one day in The 
Times he found four of these ad 
vertisements which gave no clue as 
to the firm's product 


ADVERTISING MANAGER’S CORNER 


Ancient Marristory 


A remote ancestor of ours 


Harristotle by name 


worked up quite a reputation as a soothsayer (o1 


was ita toothsucker’?). 


He would slip you the right 


answer from under his toga to all sorts of moral 


Third 


issues and 


Programme 


catch questions. 


Although what he said was Greek to most people, 


we feel that if he were alive today he would have a 


word for any advertising manager who came to him 


for advice on a point-of-sale problem. 


Don't ask 


us to tell you the word ; we're too modest — and 


too busy 


beginning with H. 


distinctive 


HARR 


But we'll give you a clue 


showcards, clever 


six letters, 


cut - outs by 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.1 
T 


el 


REG 3295-6 
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Contentment in ‘Clydetla’ 


2 


The NEW ‘Clydelia’ | 
COT SHEETS the perfect lay ette 
7 for baby 


Ulaere 6 voertbiny too qual 


Lee th 
ae | \ Clydella 


cower 


Z| Trunea 20 Davee 
THEN 


WE AaNy of you will have seen the 
first of these two child studies in 
idvertisements for Clydella fabrics 
You will not have seen the second, 
but it is of the same child as she 
is now, ten years later. 

Both pictures are reproduced in 
The “Vivella” Standard. The Viyella 
people did not know who the baby 


anne bmta Bian 
ond (me cpt eed oat 
Fo Moe me my Ohta 


O@ruers may claim “there’s noth- 
ing like Leather,” but Glass believes 
there’s nothing like Wood, especi- 
ally if it comes from Steel! To be 
more precise: J. Barrie Glass, who 
worked for many years in the timber 
department of Steel Bros. in Burma 
ind has just retired from the pub- 
licity managership of the Timber 
Development Association 

Mr. Glass has been “in wood” 
ever since he went to Burma in 1907 
at the age of 19, 

Rangoon was his centre for 25 
years and during his last few months 
in 1935, he received from the King 
of Norway the insignia of Kmght 
of the Royal Order of St. Olav. He 
has been Consul for Norway, cap- 
tai of the Rangoon Boat Club, 
chairman, Burma Chamber of Com- 
merce, and their representative on 
the Rangoon Development Trust 
and the Council of State in India. 
He was also nominated by the 
Governor of Burma as member of 
the Burma Legislative Council! 

Mr. Glass resigned his position 
with Sicel Bros. when Japan invaded 
Burma, and in 1942 assumed execu- 
tive office in the T.D.A. as general 
manager, including in his duties the 
position of secretary and deputy 
chairman His colleagues have 
given him an inscribed silver cigar- 
ette case on his retirement, 

John H. Neil was recently ap- 
pointed press relations officer of the 
T.D.A. and J. A. Murtagh, formerly 


issistant manager, now becomes 
publications manager 
* * * 


Ty 

NEWLY - APPOINTED | general 
manager for Fogra Failte, the Insh 
national toursst publicity organisa- 
uon, Niall Sheridan has been pro- 
duction manager of the same 
orgamisation for the past year He 
isa graduate of the National Univer- 
sity of Ireland and first became 
associated with tourism when he was 
appointed to the editorial depart- 
ment of the Irish Tourist Association 
in 1936. at one time he was also 
editor of Trish Digest. On_ the 
formation of the Irish Tourist Board 
in 1950 he joined that body as 
press officer ind transferred to 
Fogra Failte when the organisation 
was established last vear 
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—AND NOW 


was until they were informed recently 


by her father He is W. Gerard 
O'Connor, sales and = advertising 
director of the Shredded Wheat 


Company. Little Judith Ann appears 
to have grown from a model baby 


into a model child. Outside of 
school her absorbing interest is 
ballet. She has three brothers 


A well-known broadcaster, he has 
been associated with Radio Fireann’s 
“Information Please” since the pro- 
gramme’s first series 14 years ago 
His spare-time enthusiasm is hors: 
racing and he has an encyclopaedic 
knowledge of the breeding of blood- 
stock. 


* * * 


qioop time appeared to have been 
had by G. Donovan’ Candler, 
managing director of Artist 
Partners Ltd. on his recent visit 
to Scandinavia. At Malmo, where 
a reception was given for him by 
the Arts Society and advertising 
agents, he held a small exhibition 
of works by artists represented by 
Artist Partners Ltd. and spoke on 
conditions of the artist as related to 
advertising in England. 

In Copenhagen, he made con- 
tact with the leading Danish agents 
and = publishers in) Denmark. In 
Stockholm his one-week exhibition 
of the artists represented by his 
firm was attended by 43 different 
organisations, Great enthusiasm 
was shown for the work of British 


Mr. Candler was entertained by 
the managing director of one of 
the leading advertising agents for 
Midsummer Night. This is a mara- 
thon of eating and drinking which 
Starts at mid-day, and concluded 
so far as he was concerned when 
he caught the plane next morning 


Contact 


WEEKS WISECRACK 


“But, doctor, I keep hearing 
five bands-—with very high 
frequency.” 
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For real Younger’s hold 


coverage by sole rights in 


film advertising 
you must 


include the 


of the 35,100 


independent independent 


cinemas cinemas 


AVERAGE COST 1,000 


ACTUAL VIEWERS 


Full details from DANIEL F. WARNOCK, Director of Nationa! Sales 


~~ 
‘\. 

. 

\ . 


Younger Budget 


YOUNGER PUBLICITY SERVICE LIMITED 


Films & Filmlets 


28 ALBEMARLE ST. LONDON W1. REGENT 6593 
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*‘Men’s Wear’ tests 
undergrad. tastes 


Fancy waistcoats, trouser 
widths and turn-back — sleeve 
cuffs are matters on which unde: 
graduates “go to town.” Half-a 
dozen of them came to town from 
Oxford University recently to a 
business session of Men's Wear, 
to discuss trends in male attire 
under the chairmanship © of 
Andrew Milne, director and 
general manager 

According to a report in that 
journal, bravely illustrated with 
pictures of lace cuffs and bel! 
bottomed pantaloons, there seemed 
to be an idea (discounted editori 
ally) that “people like us will die 
out and there will be a general 
trend away from individuality.” 

None of them disagreed with 
Mr. Milne that hats are essential 
to smart appearance 

” * , 


. 
20.000th issue of 
ve . r . 

‘Financial Times’ 

The Financial Times on Monday 
included an &O0-page Survey of the 
British Economy to mark th 
20,000th issue of the newspaper. A 
number of distinguished economists 
und industrialists contributed articles 
Many advertisers took space 

The first issue of the Financial 
Times appeared on Monday, Febru 
ary 13, 1888 In a for word to th 


Represented by 
David Judd 
Associates Ltd. 
Empire House 

175 Piccadilly, W.1 


Survey the editor wrot “To con- 
. minds, conditioned by the 
form unchallenged financial 

upremacy, there might have 

| ll for such nnovalion as 
inancial daily journalism Indecd 
the ippearance of the Financial 
limes and, four years ea 
Financial News, had been 
with ISpicior Yet 
for the ers real As 
the City Financial 
Times has grown 

* 


seemed 


Compendium Publishing 
publishers of The Architects 
Builders’ Compendium, are to issuc 
in October a new shilling monthly 
Houseproud, desiencd for the middk 
class home-loving family First 
issu will contain articl on sr 
decoration, restyling of furniture 
and where-to-buy guides. Contract 
rate for first six issu £40 per page 
per insertion black-and-white 
thereafter £45. Size: 94 in. x 64 in 

# # * 

Circulation of Widnes 
News seri (which 
Runcorn Weekly 
Liverpool Weekly News) has in 
creased by almost 1,000 during six 
months to April 30, 1953, A.B.C 
figure now being 23,357, 

y »” 

New promotion material — for 
Woman's Own states that during 
the first) six months of — this 
year, that journal carried 512 adver- 
isement pages, un increase of 158 
pages Over the same period last 
year, and colour bookings for 1953 
ilready exceed bookings for the 
whole of 198) 


Weekly 
includes also 


News and South 


Tel. Mayfair 5560 


The Dowager 
Reading 
with F / 


Marchioness — of 
chairman of the W.WV.S 

Robertson, president of 
the Advertising Association, judging 
in’ the Hardware Trade Journal 
£1,000 Coronation Window Display 
Competition, at Bouverie House 
Fleet Street, the headquarters of 
Benn Brothers Ltd., proprietors of 

the “Journal 
x * “ 


Only a fortnight after the first an- 
nouncement that Woman Christmas 
Extra will be published again on 
November 17, all colour advertise- 
ment space in the tssue has been 
sold 

* % ¥* 


The Royal Highland Show Num- 
ber of the Farming News was a 
post-war record issue for a Scottish 
farming paper with 44 pages. A 
special edition was issued daily 
duiing the Show by the use of 
teleprinters ind = picture wire 
machines on the spot. Next develop- 
mot of this paper will be the 
rulusion. of advertising. 

* ¥ * 
bashion Trade Weekly, first pub 
lished cight years ago is ceasing 
publication as from July 9 
% ¥ * 

Yop) Gear, Scottisa motoring 
masazine and official journal of the 
Scottish Sporting Car lub, will 
increase iS page size to bring it 
Tr) in line with other motoring 
migazines. Now a Munro publica- 
tion th new editorial — policy 
s'o broaden the contents by cover 

every aspect of Scottish 


colour 


metoring 
, ¥ os 

To-day’s (Thursday's) issue of 
Fast Africa and Rhodesia js th 
1,.S00th number. The paper was estab- 
lished in 1924 by the present editor 
and proprietor, F. 8S. Joelson, who 
has been in day-to-day 
throughou 


control] 


* ¥ * 

Butlin’s Church Review, cditcd 
by the Rev. T. J. Pugh, has been 
launched to interest holiday-makers 
and help chapla Buthin's holi 


ny pictures 


* 


World Sports 
of the world 


; Theatre 

on Sunday, Septem 

Melody Maker has an- 

nounced a specially sponsored 
scheme of rail-sea excursions to 


Dublin at low concession rates 


Jury 9, 1953 


We Hear 


Anglo-Scottish Pictures have a 
film unit in County Donegal shoot- 
ing salmon net-fishing on 
Loughrosmore Bay for a film for 
Shippams Ltd. 

- * * 

“Mr. Goodman's bright ideas 
Strike rich,” was the title of 
double-page illustrated article 
John Bull, July 4, describing 
career of Leon Goodman. head of 


Leon Goodman Displays Ltd 
* * * 


William Hollins & Co., 
running their annual Clydella shirt 
“Back-to-School” window display 
contest from August 31 to Septem 
ber S. First prize will be £25. The 
judges will be appointed by Men's 
“u ear. ; 


Ltd.. are 


House warming 


Over SO representatives from ad 
vertising agencies, advertisers and 
rival contractors attended a house 
warming party given by Crown 
Poster Sites Ltd. at their new offices 
at 177a Brompton Road, London 

. * . 

Cecil Swann, advertising consul- 
tant, of Berkeley Street, London, 
W.1, will in future be known as 
Cecil Swann Ltd., advertising 
consultants 

* . * 

The directors of Associated 
Newspapers Ltd. have recommended 
a final dividend on the Deferred 
shares of 17$ per cent, less income 
tax, making 25 per cent for the 
year ended March 31, 1953, 


Sales drive 


An interesting direct 
mick 1s being used by 
British-Pathe to arouse 
and cinema managers’ enthusiasm 
in a sales drive: It consists of a 
driving licence holder with a licence 
authorising the recipient to partici- 
pate in the drive! 

4 % * 

Heinz Kurth thas designed a new 
shade guide for Chen Yu's Cloud- 
silk make-up. It has been printed 
by Priestley Studios by a combina- 
tion of letterpress and silk-screen 
processes, 

* » 4 

A. -< Duncan, chairman of 
Odhams Press, presided at a Savoy 
Hotel luncheon at which awards 
won in the 1952-53 Kinematograph 
Weekly Metro-Goldwyn-Mavyer in- 
nual film showmanship contest w 
presented by A. | 
editor. 


mail gim- 
Associated 
salesmen’s 


Cre 


Carter, the 


4 * 

Dance News is organising a com- 
petition among artists with a £100 
prize for the design of a statuette 
or similar type of representation 
suitable for presentation annually 
to Outstanding members of the ball- 
room dancing and allied professions 
in a similar manner to which 
“Oscars” are presented to film 
ictors and producers 


hhh eee ee ee ee et 


ADVERTISING 
DIARY 


Wednesday, Joly 15. 

NEWSPAPER ANID ADVERTISERS 
GOLFING SOCIETY summer mectung. ¢ 
Berkshire GC ° 

Sece - Service DEVELOPMENT $ 
ASSOCIATION. Productivity visit to: 
US report and annual mecting. + 
British Institute of Managemem, & 
Hill Street , 

Friday, July 17. 

NATIONAL ADVERTISING BENEFVO- > 
LENT SOCIETY annual meeting. 2.303 
pm : 
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COMPANY MEETING 


ASSOCIATED NEWSPAPERS 
LIMITED 


LORD ROTHERMERE’S STATEMENT 


The Fortyv-eighth Annual! 
General Meeting of Associated 
Newspapers, Limited, will be held 
on Wednesday, July 29, 1953, in 
the Memorial Hall, Farringdon 
Street, London, E.C 

Ihe following is from the state- 
ment by the chairman 


Accounts 

This year the accounts are pre- 
sented in a somewhat different 
form, in that a consolidated 
balance sheet and statement of 
profit and loss is shown of your 
company and its subsidiaries, with 
the exception of the Anglo-New 
foundland Development Company 
Limited group. In comparing the 
figures for this year and last year 
it must be borne in mind that 
last year there were included the 
profits made by Empire Paper 
Mills Limited. which owing to 
transitory. conditions then pre 
vailing in the paper industry were 
abnormally high 

The trading profits of the group 
at £1,319.575 are some £800,000 
less than the high figure attained 
last vear, but about one half of 
this drop is accounted for by the 
sale of Empire Paper Mills 
Limited. These results have been 
obtained in a trading year when 
the high price of our principal 
material, newsprint, has largely 
dominated our financial affairs 

The trading profit has been 
affected in measure by 
three other factors. Two of these. 
the development of the Weekly 
Overseas Mai] and the acquisition 
of the Daily Sketch, 1 will refer to 
later The third 1s that the profits 
have borne this Vear a full 
contribution to our pension funds 
in respect of current service as 
compared with only a proportion 


last Vear 


1! 
Simaiter 


years 


This year we have had to pro 


vide for a full year’s Excess 
Profits Levy The termination of 
this tax at the end of the vear is 


welcomed by your company, and 
coupled with the reintroduction of 
initial allowances, wil] facilitate 


further re-equipment 


Newsprint 

Since the close of the financial 
Vear We have continued to benefit 
from the lower price of newsprint 
but it is My Opinion that the price 
will have to go much lower before 
it will be possible for newspapers 
generally to return to anything 


approaching 


pre-war page con 
tent. I feel that it would not be 
in the best interests of the indus 
trv as a whole to allow freedom 


while 
remain. at 
their present height 


of consumption newsprint 


prices anvthing like 


‘Daily Mail 
The reputation and influence of 


the Daily Mail were more 
secure, and in spite of the difficul 


never 


ties of the vear the net daily 
sale of the Daily Mail is higher 
to-day than it was 12 months ago 

The policy remains that of pre 
senting a reliable, straightforward 
newspaper in an attractive make 
up, coupled with sobriety of treat- 
ment which we consider essential 
in a responsible national daily 
newspaper of the Daily Mail type. 

The position of the Daily Mail 
as a medium of national adver- 
tising is as strong as ever 


‘The Evening News’ 


During the year under review 


The Evenine News has held its 
position as the world’s best-sell- 
ing evening newspaper, holding 


a long lead over its nearest rival 
The high standard of journalism 
in news, pictures, features, and 
sport was more than maintained 
to the improvement of — the 
paper's family appeal 


‘Sunday Dispatch’ 

The Sunday Dispatch has had 
another successful twelve months, 
and for the fiftieth successive 
vear shows a substantial increase 
in sales, a record, | believe, un 
equalled by any other newspaper 
The average weekly net sale in- 
creased during the year by about 


85.000 copies, and the Sunday 
Dispatch now sells” well over 
+7 


2.750.000 copies every Sunday. 


‘Daily Sketch’ 
An opportunity arose whereby 
we were able to acquire the good 


will of The Daily Graphic and 
Daily Sketch from Kemsley 
Newspapers Limited 

We decided that in acquiring 


this property we must secure pro 
duction facilities which would not 
in anv way interfere with those of 
our established newspapers lo 
this end we have entered into 
igreements with the News of the 
World whereby they have taken 
a 40 per cent share in the new 
venture. They have placed their 
tremendous machining facilities at 
the disposal of the new Daily 
Shetch 

National advertisers have been 
quick to avail themselves of the 
opportunities provided by this en 
lerprise Of your company, and 1 
am confident you may look for 
ward to progressive development 
n this direction 


“Weekly Overseas Mail’ 


For some time the Weekly 
Overseas Mail had been experi- 
menting with i light-hearted, 
entertaining edition for the 
British | ores it home and 


ibroad, and when restrictions on 
newsprint were lifted at the end 
of Augu last vear, this edition 


was launched on the home market 
with outstanding success 

In spite ntense competition 
within three months of freedom 


the circulation had m from 
60.000 to over 1,000,001 ia 
further S00,000 has sinc en 


added. making a total e of 
1.500.000 created in less tl 
veal 


one 


‘Daily Mail’ Ideal Hom: 
Exhibition 
The Exhibition again rose to 
the Occasion and not onl tro 
duced a display at Olympia which 


proved an appropriate int fuc 
tion to Coronation year it at 
the same time enabled ou ide 
customers to make direct tact 
with no. less than 1.187.000 
visitors 

Anglo-Newfoundland 

Development Co., Ltd. 

I mentioned last vear that this 
company had a record \ecar in 
1951, but at the same time 1] 
pointed out that prices of base 
metals and unbleached sulphite 
were showing downward trends, 
and profits from these sources 
were drastically reduced. In con 
sequence, the net profits after 


taxes for the year ended Decem 


ber 31, 1952, were $4,348,598 
The dividend of 60 cents pet 
share, which absorbs $3,299,049, 


was maintained, 


Provincial Newspapers 
The profits of our provincial 
newspapers have been well main 
tained. The sales of these papers 
and their prestige continue to in- 
crease in the communities they 
serve 


Commercial Television 
Since this time last year con 
siderable pressure has been 
brought on the Government to in 
troduce commercial television in 
this country on the American 
stvie. Although the matter is still 
before Parliament, | feel that it ts 
at least possible that commercial 

television may be approved 
Should this happen it is bound 
to have an impact on newspapers 
and periodicals since the revenue 

must come from advertising 
If commercial 
come, however 


does 
we will operate in 


television 


that field Your company has 
applied for licences, and if the 
law decrees we will apply our 
selves with enthusiasm to the 


running of a station or stations 


on the same competitive bases as 


we run our newspapers 


SILK SCREEN ARTS LP 


97 SHIRLEY ROAD CROYOON 


aoorscomeet 


WIGMEST GRADE 
CLEAN 6 SHARP 
CRAFTSMANSHIP 
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ADVERTISER'S WEEKLY 
@ Continued from page 41 


Ad. standards 
maintained 


defined meaning, while the Asso 
ciation’s prompt use of the Mer- 
chandise Marks Act has, during 
the past few years, stopped 
quickly any outbreak of tenden 
tious advertising We may be 
justly proud of the work of the 
Association, which is operated 
and financed by its members, who 
thus voluntarily hand over to it 
the judgment of their own trading 
methods.” 

Although retailers founded the 
Association, it appealed to others 
interested in consumer marketing 
and accordingly having a special 
interest in fam and accurate ad 
vertising and correct description. 
To-day, membership included tex- 


tile manufacturers. dyers and 
cleaners, launderers, mail order 
firms, advertising agents and 
several trade associations Ihe 


urgent need was for a larger and 
all-embracing membership from 
all those trades, especially cloth, 
apparel and home — furnishing, 
whether wholesale or manufac 
turing, that use consumer adver 
tising to sell their goods, 


Moral effect 


Mr. Schofield savs that success 
ful prosecutions by the Associa 
tion made a deep impression in 
trade and advertising circles which 
welcomed such forthright action 
for its general moral effect 

“During the latter part of the 
vear there has been a marked 
decrease in the type of advertis 
ing and sales promotion that we 
all deprecate,” he adds ‘It ws 
not too much to claim that the 
R.T.-8.A. has been largely, if not 
wholly, responsible for nipping in 
the bud a lowering of advertising 
standards that looked like devel 
oping during the difficult trading 
period last vear 

Commenting on 
over textile labelling 
field recalls that the 
along with other 
retail associations, was strongly 
opposed to detinitions of basic 
trade terms proposed by a section 
of the wool industry to describe 
wool and woo] mixture cloths for 
outerwear Discussions had con 
tinued during the year through the 
British Standards Institution 


discussions 
Mr. Scho 
Association, 
wholesale and 


Wool terms 


“With substantial 
from the many int con 
cerned. there is now every pros 
pect of agreed terms that will pre 
vent debasement of traditional 
wool terms and will be in line 
with the public understanding of 
them.” he savs “In these dis 
the R.T.-S.A. has taken 
a leading part, and its view from 
the beginning has been that any 
agreed descriptions should be 
understood by the con 


CONCESSIONS 
ests 


CUSSIONS 


readily 


sumer and should not provide sly 
opportunities for 
inferior 
names.’ 


passing off 


cloths under quality 
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Current Advertising — 


G.E.C. to take 


new TV. set 


lo introduce its new 14 inch 


table television receiver, designed 
to cater for a wide popular mar 
ket, the General Electric Co, 
ltd, is to launch an extensive 
publicity campaign. Radio and 
television star Famonn Andrews 
will appear in all advertisements 
sales literature and displays for 
the new receiver, presenting the 
message “You can't go wrong 
with G.E.C.” The campaign wil! 
reach its climax for the opening 
of the 1953 Radio Show at Ears 
Court on September | 

Large spaces of up to half a pag 
have been booked 1m all the national 
dailies, all the London evening 
pape ts and over SO provincial new 
papers, as well as in large circula 
tion weeklies and home magazines 
The national advertisements will 
carry a coupon offering a leaflet 


Nivea takes the air 


An aircraft towing a banner read 
ing “Suntan with Nivea will be 
flying over every seaside resort from 
Bognor to Whitstable It starts on 
Monday and will carry out flight: 
until approximately the end ot 
August 

The flying is being undertaken by 


. 
big spaces for 
outlining the technical virtues of the 
receiver, 

G.E.C. dealers have been sent a 
broadsheet illustrauing the scope of 
the campaign. Self-adhesive screen 
pictures of Eamonn Andrews will bi 
used in window displays 

Greenlys Ltd. are the agents. 


Tie-up with Old 
Trafford 


To-day (Thursday) -the opening 
day of the third test match at Old 
Praflord, Manchester--County Per 
fumery Co., Ltd., have taken a half- 
page in the Daily Express featuring 
four top tine ericketers with the 
slogan “Men in the public eye prefer 
Brylereem.” 

But they stick to their policy of 
letting the public puzzle out th 
identity of the “men in the public 
eye.” None of the four men ts 
mentioned by name 

Full pages were taken in the trade 
press to announce this” “great 
topical tie-up for Brylcreem.” G. S. 
Rovds Ltd. are the agents 


’ . . 
New Cosmedin line 
A new Cosmedin beauty lotion is 
being launched for dry skins. It 
will be Known as Cosmedin No. 2. 
Full pages in the trade press ‘have 


NEW WONDER 
HAND CLIAMNER 


National advertising is to be used 


to launch Scof 


waterless hand 


cleaner manufactured by Universal Chemical Products Ltd. of Birmingham 


Mlustrated are a showcard and the 


packs Scof is beine marketed in un- 


breakable spill-proof polythene botties made by Cascelloid Ltd. The labels 
are Speedfix tape, printed by Industrial Tapes Lid. Sales Promotion 
(Leicester) are handling the publicits 


Custard account 


moves 
Arthur Knight Co., Ltd.. have 


taken over the advertising of 
Pearce Duff & Co., Ltd., makers 
of jellies and custard powder 
Mainly women’s magazines are 
to be used with several half-pages 


papers will be used 


Trade press advertising has started 
with double page spreads announc 
ing that during the campaign 35 
million readers will see the advertise 
ments Consumer advertising wil 
use the slogan “The coat for wear 
throughout the year.” Wilson Ad- 
vertising Ltd. handle this account 


been taken by the agents, Napper, 
Acro Publicity of Elstree James Stinton, Woolley Ltd., and there 
M. Greenwood Advertising Ltd. i will be heavy Cosmedin advertising 
the agents in the national press 


in full colour. The journals in For short women 
clude M\ ; Home, Woman's National advertising is being 
Weekly, Good — Housekeeping, planned by Pegvy Page Lid. to in 
Housewife and Woman. Also on troduce a new range of women’s 
the schedule are the Radio Times — dresses with the name of Shortsiz« 
ane and the Daily Mirror. Details of the campaign have not 
|» HARPERS WINE & SPIRIT GAZETTE -HARPERS SPORTS & GAMES - | . vet been completed although trad 
is Ready for winter press advertising has been launched 
Heavy advertising will run “To fit and flatter the shorter 
throughout the autumn and winter figure” is one of the slogans being 
for Weatherlux raincoats. used Conroy Wykes Advertising 
National and provincial news Ltd. are the agents 


e AT A GLANCE e 
ACCOUNTS MOVING: 


Pearce Duff & Co., Ltd... manufacturers of custard powder 
and jellies, to Arthur Knight Co., Ltd. (Radio Times, Daily 
Mirror, and women’s magazines) 


NEW ACCOUNTS: 


Hawkhead, Bray & Son Ltd... coppersmiths, M. Senator 
(Textiles) Ltd., James Holdsworth & Sons (Halifax) Ltd.. P. M. 
Walker & Co. (Halifax) Ltd... ventilating engineers, for Bennett 
Williams (Advertising) Ltd. (Bradford): Mary Black Ltd., 
designers of Mary Black models, for Scott-Turner & Associates 
Ltd 


NEW CAMPAIGNS: 


Cussons talcum powders (Richard Potts & Partners Ltd), 
whole pages in full colour in weekly magazines: Supacut Gar- 
ments Ltd. (Dudley Turner & Vincent Ltd.), national news 
papers and women’s magazines: Wayte Smith & Co.. Ltd. 
(Clifton Advertising Ltd.), advertising for Pollysmog polishing 
cloth in London evening and provincial newspapers: Chamber- 
lain Industries Ltd. (1. B. Browne Ltd.), machinery trade papers: 
Peggy Page Ltd. (Conroy Wykes Ltd.), national! and trade press 
campaign for new Shortsize range of dresses: Hanovia Ltd. 
(Technical and General Advertising Ltd.), national press and 
medical profession journals: Weatherlux raincoats (Wi!son 
Advertising Ltd), national daily and Sunday newspapers. 
London evenings, provincials, and trade press: Cosmedin 
beauty lotion (Nanper, Stinton. Woolley Ltd), national and 
trade press; G.E.C. (Greenlys Ltd.) large spaces in national 
dailies, London evenings, provincials and weekly magazines fo: 
new 14 inch TV set 


_ - —— 


XPORT WINE & SPIRIT GAZETTE 


ADVERTISING 
RESULTS ARE ASSURED 


To ADVERTISERS USING 


HARPERS SPORTS & 
GAMES 


The ONLY WEEKLY JOURNAL 
IN THE SPORTS TRADE 


E-HARPERS E 
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STIRLING 


This is a specimen of the way in which screen advertising can be used for a =n, 
regional campaign. Whether you are interested in a campaign to give national, 

regional or local coverage, you can rely on the co-operation and advice of 
Theatre Publicity’s creative and distribution staffs to ensure top flight pro- 
duction and exhibition. 


THEATRE PUBLICITY LTD - Leading Screen Advertising 


A COMPANY 


HEAD OFFICES. 124-128 FINCHLEY ROAD, LONDON NW3 (HAM. 4424) g SALES AND PRODUCTION: FILM HOUS! 


WITHIN THE J ARTHUR RANK ORGAN ATION 


81 ADVERTISER'S WEFKLY 


. Fracts and figures 
about OCPCEN 


Advertising 


ABERDEEN 
BALMORAL 
BRAEMAR 


CINEMAS: In Scotland, Theatre Publicity can give 


ro comprehensive coverage for a filmlet campaign in 


HAWICK 


256cinemas, of which 41 are in the Odeon/Gaumont 


circuit. 
COVERAGE: The average number of admissions 


per week in these cinemas is 1,547,227, representing 


30”, of the total population in the area. 


COST: A campaign for 6 months in all of the 256 
cinemas would cost £4,056 for filmlet exhibition on 
an alternate week basis, and would give a total 


number of impacts just short of 20,114,000. 


ARDOUR STREET. LONDON W1 GER 9292 
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The Burmese press delegation now 
and after meeting the chairman and senior executives, toured various depart- 


ments and watched the production of the newspaper 


to right: 
Pictorial’), t 


in Britain visited the “Daily Mirror’ 


Picture shows, left 


H. Cudlipp (editorial director of the “Daily Mirror’ and “Sunday 
/, Aung Thein (proprietor and managing editor of * 
Kyaw,” “The Red Star,” “The Old Yebaw'’ 


Taing Lone 
and New Life Publishing 


House), Cecil H. King (chairman and managing director of the “Dail 
Nyvo Mya (managing editor, “Owa, 
“The Mandaing Daily’), J. Nener 
Sunday Pictorial’). The party 
Barraclough, information secretar) 
Taylor, information officer, COT 


Mirror’ and “ 
Daily”), t 
(editor, “Daily Mirror’), € 


British Embassy; Rangoon, and 4 


itt 
aay 


Sunday Pictorial”), U. 
Hia Kyi (managing editor 
Valdar (editor, 
of visitors also included Mrs. M. ¥ 


The players in the annual cricket match between Horlicks Ltd. and their 


agents, the J. Walter Thompson Co., 


Lid. The captains, Clifford Hartley, 


assistant: home . sales manager of Horlicks, and John Mason, J.W.T. 
statistician, are in the centre of the middle row. 


HORLICKS DEFEAT THEIR AGENTS 


Horlicks beat their agents, the J 
Walter Thompson Co., Lid., by 145 
runs in the annual cricket match be 
tween the two sides on Sunday. The 


MERCURY (Words of Wisdom) | 
DAILY CALENDAR PADS 


with bold figures and a literary tit-bit for 
each day fitted to your trade announcement, 
will ensure a full twelve months free | 
exhibit in the best positions. You or your 
printer can obtain Mercury Pads from 


DAILY POST PRINTERS | 
WOOD STREET, LIVERPOOL | 


HARROW 
BILLPOSTING 
COMPANY 


PAO NE TUN OMe? 


_37 SPRING STREET w 2. 


q 12s * 
lants 
B we 
.. Photographic enlargements tel! 
the stary more effectively than words 
Ask for details. 
Autotype, Brownlow Rd, W.13. Ealing 269! | 


AUTOTYPE. 


f 


of course 


ee eee N 


match was played on the Horlicks 
home ground. 

The bowling of the visitors, who 
fielded first, was no match for the 
powerful batting side of the hosts 
who put on 272 for seven wickets 
before declaring after 2 hours, 20 
minutes play. 

Isherwood and Bowers gave the 
lead with an opening stand of 129 
Isherwood made 64 and Bowers 65 
(including two sixes). Hartley made 
75 not out 

With 2} hours left for play J.W.1 
fared badly against some intelligent 
bowling. John Evans made 63 in- 
cluding four fine sixes. Roy Emery 
made 21 not out. The side were al 
out for 127 


B.R. use one agent 
for first time 


The success of the British Rail- 
ways “Starlight Special’ the new 
night service between London and 
Glasgow and Fdinburgh—marks an 
event in British Railways advertising 

For the first time in their history 
one advertising agency was invited to 
act) jointly for th commercial 
departments of all six regions 

The agency was Alfred Pemberton 
Lid., and it was they who thought 
up the name “Starlight Special” for 
the new night service. 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 408. per display panel inch. 
APPOINTMENTS WANTED, 3s. per lime, 35s. per display panel inch. AN other 
classifications, 4s. per line, 45s. per display panel inch. Minimum, 3 lines. Box No. 
charge, one line plus 9d. covering postage, etc. Series rates on application: all 
advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 
Weekly,”” 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


Sitteations Vacant: “The ¢ ot answering these adv ertiscments most 

be made through a Local Office of the Ministry of Labour or a Scheduled 

Agency if the applicant ls a man aged 18-64 inclusive or a woman aged 18- ~) ‘toclusive 

antes ke of she, of the emplovment, is excepted the provisions of the 
Notification of Vacancies Order 


from 
1952.” 


DOWNTONS LTD. 


require 
Assistant Space Buyer 


Over 25: possessing sound knowledge in all fields of 
space buying. 


Assistant in Production Dept. 
Over 25: with good deal of experience behind him 
and practical knowledge of print. 


Voucher Clerk 


Must have completed National Service. 


Applicants for all these vacancies, which are progressive, must have 
had previous experience in similar capacity with an Agency. Holidays 
by arrangement. State age, experience and salary required to 
Staff Manager, DOWNTONS LTD. 
TEMPLE BAR HOUSE, FLEET STREET, E.C.4 


LAYOUT ARTIST and visualiser = re YOUNG LADY INVOICE-TYPIST re 
quired by advertising agency Special quired by Advertising Agents, W.C 
ability in) designing print” preferred S«<lay week, pension scheme Write, 
This is a permanency for a man with staiing age experience ang salary fe- 
the necessary first-class experience quired k 
Cail, or write Act Director, W. Hop Box. S02 4 Ad Weekly 180 Fleet St EC4 


wood & Co J td., 67a Mosley Street, 
) A YOUNG MAN WITH IDEAS 


initiative and drive can establish him- 


LEADING LONDON ADVERTISING 
AGEM requires the services of a 
male clerk 20/23 for the Press Media 


dep <a ve-day ‘ self as an advertisement representative 
por yrome eet Aatgi oA My oe with a well-known National Weekly 
ing salary required to Newspaper (ABC). Reply in confi- 
Box S046 Ad. Weekly 180 Fleet St EC4 dence to 

Box 5036 


Advertiser's Weekly 188 Fieet 81 EC4 


Required for 


p bi D SHORTHAND TYPIST some copy 
; typing ang clerical work in advertising 

U icity epartment of Agency clos to Holtora Viaduot 
Stauion, not under 24. Hours 9-5.30 

leading London No Saturdays. Good holidays Pension 


Scheme Phone Secretary, CEN. 6481 


Publishing House for appointment 


WANTED at once. an xpericnced Ad 


FIRST CLASS vertise ment Manager for an important 


dee of jocal weekly mewspapers 
us b s rove dver ran 
LETTERING RETOUCHING | “iis' elute 202 “PSL BUSS ces 
sick including circulation ability to 
ARTIST 


control staff essentia Figst-class op- 
Portunity for the right man Apply, 
giving all details references and 
| Salary required, to 
Must be a quick worker, | Box 5004 Ad. Weekly 180 Fleet St EC4 
FULLY EXPERIENCED and 
particularly strong on modern, 
virile script. 


Agency Manager 
Required 
Northern Advertising Agency 
seeks services of a fully-trained 
and competent man to act as 
Manager, taking full charge. 
Good contacts and the ability to 
get and hold business essential. 
Holidays this year. Keen and sympathetic backing. 
Write fully, stating experience A chance-of-a-life-time oppor- 
and salary required to tunity for a go-ahead man of 

Box 4993 integrity and loyalty looking 
Advertiser's Weekly 180 Fleet St EC4 for a real break. Write, 
Managing Director, in fullest 
confidence; everyone concerned 
knows all about this announce- 
ment. 


Sound knowledge 
of retouching (mostly covers of 
well-known periodicals and | | 
magazines) for national press 
advertisements essential. Present 
staff aware of this appointment. | | 
All applications will be treated | | 
in strict confidence. 
scheme. 


Pension 


WESI END ADVERTISING AGENCY 

require a Representative. a keen type, 
who can inwoduce 
: Representa 


offers good possibilities in a medium 
sive Agency and is worth £7450'1,000 


Box 5044 
Advertiser's Weekly 186 Fleet 81 EC4 


Write, giving fullest particulars 
Box 4989 Ad. Weekly 180 Ficet St EC4 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


A CAPABLE SENIOR COPYWRITER 
able to deal with technica! subjects to 
be presented as press adveriisements, 
catalogues, c¢tc., iS required by the 

dvertising Department of an engincer- 
ing group in the North-West. This is 
a good opportunity for a man between 
25 and 35 years of age who can write 


clear, simple English. Previous experi- 
ence essential. Starting salary not less 
than £600 per annum and then acoord- 
ing to ability S-day working week 
and pension scheme which the success- 
ful applicant wil! be expected to join 
Write details of career and salary 
expected to 

Box 4823 Ad. Weekly 180 Fleet Si EC4 


TECHNICAL 
COPYWRITER or AUTHOR 


required by Publicity Department of a 
Group of Companies whose products 
include aircraft and industrial hydraulic 
equipment, gas turbine fuel systems 
and mining equipment 

Engineering knowledge and previous 
technical writing experience are 
essential 

Reply stating age and salary expected 
and giving full details of experience to 


PERSONNEL MANAGER 
Dowty Equipment, Ltd., 
Arle Court, Cheltenham 


Cc. J. LYTLE (ADVERTISING) 


are looking for more 


Top-rank Layout Men 


Layout artists, who have agency experience and are 
confident of their capacity to produce high standard 
clients roughs with minimum supervision, are needed 
to increase Our creative personnel Ability to draw 
well and put down adequate figure work is essential 


Fullest details (but no specimens) should be sent to 


The Art Director, C. J. Lytle (Advertising) Ltd. 


LTD. 


2-3 and 4, DEAN STREET, LONDON, w.i 


TECHNICAL 


ILLUSTRATOR §$ccquired 
to lead small section. Mus: be able to 
produce accurate perspective sec- 
tioned, and exploded illustrations from 
detail drawings. Use of air brush for 
half tone or coloured illusteations and 
experence of photographic retouching 
essential, Knowledge of automobile or 


aircraft practice an advan:age. Appli- 
cations in writing to: A E.C. Limited 
Staff Records Office, Windmill Lane, 
Southall, Middlesex 


NAPPER - STINTON - WOOLLEY 


LIMITED 


require an 


Assistant 
Space 
Buyer 


The position offers excel- 
lent prospects to successful 
applicant, preferably with 
media planning experience 
and 


capable of schedule 


building and costing. 
Age about 25 years, state 
experience and salary re- 


quired. 


Box 5045 
Advertiser's Weekly 180 Fleet St EC4 


MAIL 


VOUCHER CLERK required by 
Fleet Street Advertising Agency. Must 
hove had previous experience and have 
completed National 

Box S015 Ad 


Ser 
Weekly 180° Fleet St BC4 


’Phone 


YOUNG MAN, age about 23, with ad COPYWRITER VISUALISER wanted 
vertising background, wanted by small inst-class man with sound agency cx 
growing Agency Knowledge of book perience Permanency Write full d 
keeping and/or aptitude as representa tails, age and salary required t) Chair 
tive would be strong recommendation man, W Hopwood A Co. Ltd, 67a 
Phone GERrard 6604 for appointment Mosley St.. Manchester, 2 

LONDON AGENCY needs another 
i Contact” Executive © hand! small 
YOUNG group of accounts Excellent chance 
tw the right man to develop a good 
sound position into a highly paid «me 
Write in strict confidenc giving de 
COPYWRITER tails to M.D. 
| Box S021 Ad) Weekly 180 Fleet St BC4 


who has been writing copy in an 
Agency or department for at 
least 3-4 years required in the 
publicity department of a leading 


| previous experience 
position. Knowledge 
tising production 


approach and the ability to write 
fluently and well on a wide | 
variety of well-known periodicals | | 


of 


and 


FASHION COPYWRITER 


Harrods have a vacancy for 


a 
London Publishing House. The young woman jn their Advert 
position calls for a man (or using Department with some 
woman) with a sound advertising in sunilat 


adver 
routine 


in press advertisements, folders essential Good — prospects 
and other sales promotion Write in the first instance, in 
media. Superannuation Scheme. confidence to the Staff Man 
Holidays can be arranged this wager, HARRODS LID, 
year. Write, stating age, details | | LONDON, S.W.1, giving full 
of experience and salary ex- | | | details of previous experience 
pected to:— | and salary required 


Box 4932 


| 


YOUNG MAN 


reg ed as assistant to 
Advertising Manager Must be able 
write sound scm-iechnice copy and 
produce presentatbic layouts for press 
and direct mail advertising Agemy 
ng an advantage Written appli 
cat only giving experience, age, 
ind salary required, should be sent to 
Advertiwing Manager, Mann bkeerton & 
Co Norwich 
COPY, CHECKING, ans MAKE-UPS., 
dvert semen epresentatives requite 
keen and intelligent assistant Hours 
9-5 xcasional Sats. 9-12 Write 
fully 
Box “O35 Ad Weekly 150 Fleet St bC4 


PRINT 
PRODUCTION 
MANAGER 


required to take charge of 
small, busy production 
team. Must be fully experi- 
enced in all details of let- 
terpress work and able to 
supervise and handle order- 
ing of artwork and blocks, 
printers’ layouts and proof- 
correcting. Should be able 
to” produce own visuals and 
write straightforward copy. 


IMMEDIATE 
AND EXCELLENT 
OPPORTUNITY 
for man (30-35) with the 
right background. Write, 
in confidence, giving full 
details, including salary re- 
quired, to Staff Manager, 
Gilbert Advertising Ltd., 10 
Norfolk St., Strand, W.C.2 


HOLLERTING CARD PUNCHERS 
quired, must be fully tramed 
Hollerith machine operator 
experienced = on willing to learn 
Salanes according to experience 
Picase apply Dept A, Research Ser 
vices Ltd, 91 Shaftesbury Avenue 


PROGRESSIVE 
requires Junin 
knowledge Wf layou adaptations 
typography, Opportunity for 
ment and @ pension achenk 
mencir waue nm accordance 
abil Stating age 


LONDON 


Visualiser Artiat 


advance 
Com 


and exper 


a 


er o 
Box $024 Ad. Weekly 180 Fleet St h4 


A MONTHLY MARINE sot RNAL is 
Advertiser's Weekly 180 Fleet St EC4 secking a ng spa “esman A 
knowledge f the imdustr s desirabk 
: but not essential , & in eninusiast 
EXECUTIVE. Well-known cosmetic house person keen to progres W rite in 
« London requires male executive on first instance, giving full details of past 
sales side, age 40/410 Sales, mer experier 2 ! sal F 
perien am ilary expected to 
chand.sing and advertising experince Box S017 Ad. Weekly '*€ Fleet St BC4 
essen ial This post carries a good 
salary with excellent prospects Only 
applicants with sound business acumen 
need apply 
Box SOIS Ad. Weekly 180 Fleet St EC4 | 


POINTEL DESIGN COMPANY 


require a versatile general artist ex- 
perienced in all phases and able to 
design for all the printing processes. 
Top salary and holidays as arranged. 


29 Villiers Street, W.C.2. First-cl: 


| GODBOLDS 


require the following additional staff 


GOOD ALL-ROUND ARTIST 


iss man with good sense of layout and 
Phone WHI 5991 capable of high standard finished art work in black 
and colour 
A CAPABLE EDITORIAL WRITER 
able to deal with technical electrical 
subjects, is eequited by the Publicity | CREATIVE COPYWRITER 
Department of a leading Electrical | . > . . 1 
asiaserinn Comeay ir. Lonéon. This | Executive with | ed creative ability. A man 
is a gOod Opportunity for a man be- able not only to uss advertising proposals, but 
2k and 35 years of . 
nee ey Bn gens nt ag to get on with \ job for a man of vision 
salary not less than £600 per annum who can initiat mes for both national and 
and then according to ability. f | 
day weck and pension scheme Write technical accou 
fetaiis of career and ‘alary xf ‘ed 
to Box No, 6875. clo Charles Barker fvency experience in cus Applications in writing only, 
5 ce Pa Ae. eee Se in first instance, with vneny, Full details, please, giving 
A VACANCY OCCURS for an Artist age, experience, type rk handled, and salary required 
wih experience in producing = 
work of a general nature in q 4 
in a ka a eee GODBOLDS LIMITED, ©: NERAL'BUILDINGS, ALDWYCH, W.C.2 


advertisements 
Box ‘050 


Ad Weckly 180 Fleet St EC4 


your Classifieds 


to CHA 88il (Ex 25) 
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ADVERTISER'S WEEKLY 


FGB WANTS 
A SENIOR 
VISUALISER & 
LAYOUT MAN 


ESSENTIAL REQUIREMENTS : 


Must have recent experience of working 
on large National accounts. 


Must be able to take group responsibility 
in directing the work of junior designers 
and typographers. 


Applicants should write to 
The Managing Director, outlining 
background, experience 
and salary required. 


FOOTE, CONE & BELDING LTD. 


27 HILL STREET, LONDON, W.1 


84 


Jury 9, 1953 


| CLASSIFIED ADVERTISEMENTS 


Situations Vacant: “The engagement of 


these advertisements must 


| answering 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 


Agency if the applicant is a man aged 18-64 Inclusive or a woman aged 18-59 inclusive 
he oF she, of the employment, ts excepted from the provisions of the 
Notification of Vacancies Order 1952." 


Top-flight LAYOUT MAN 
for Publicity Department of leading 
London Publishing House 


Mainly to work on large National Press Campaigns 
advertising a wide variety of famous periodicals and 
magazines. Must be fully experienced in layout and 
typography and be able to co-ordinate and supervise 
finished artwork to blockmaking and typesetting 
stage. The appointment is a permanent one with 
excellent prospects. Present staff are aware of this 
vacancy. All applications will be treated in strict con- 
fidence. Pension scheme. Holidays this year as 
arranged. Write, stating age, details of experience 
and present salary. 


Box 4994 
Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


WANTED FOR PUBLICITY DEPART. ut Ler try — CTION ASSISTANT 
MENI 


| of Theatre Circuit young (Ma or expanding West-End 
Man or young Woman with flair for Agency The postion affords oppor 
adverising and publicity Apply tunity for gaming wide experience 

| Fr. J. B) Theatees, Hippodrome Cham Box S025 Ad) Weekly 180 ad tSt bC4 
bers Christchurch Road Boscombe, 


charges Apply Osborne-P: ng xk Co 

Ltd 26a Albemarle St DEPARTMENT 
WELL-KNOWN outdoor advertising 

concern have a vacancy for an experi- 

enced site negotiator well conversed 


Bournemouth 
PEN\PERIENCED INVOICE CLERK rr 


quired to check typesetting and block 


ASSISTANT MEDIA 


A position occurs for a man 
aged about 25 years in the Space 
Buying Department of an im- 
portant Advertising Agency. 
The person required should 
have 2-3 years’ experience in 
estimatelschedule work, and 
recording of media details, etc. 
Accuracy and quickness with 
figures is essential. Some space- 
buying knowledge would be an 
advantage as would an all-round 
knowledge of media. Write, 
giving fullest details of experi- 
ence and salary expected. 


Box 5037 
Advertiser's Weekly 186 Fleet 81 EC4@ 


with solus outdoor sites Salary. ex 
penses and good commission. Write, 
stating expericnce 

Box S030 Ad Weekly 180 Flect St EC4 


Accounts 
Executive 
Small but progressive 


Advertising Agency 
seeks experienced 


Executive with 


: RESEARCH SERVICES LID., 91 
| established Shaftesbury Avenuc, W.1., have vacan 
cies for editing clerks with aptitude 

| connections for figures. Please apply to Dept. A 


ADVERTISING SCHEDULING 
WOMAN (or man) needed; preferably 
i with experience on daily 
Partnership would be Box S034 Ad. Weekly 180 Fleet St BC4 
ADVERTISEMENT DIRECTOR of pe.- 
gressive Periodical Publishing Company 
requires Personal Secretary Applicant 


considered for 


| ‘ . must be capable Shorthand Typis 
suitable man. Write, able to work on own. initiative and 
| possess pleasant telephone voice. Com- 
: mencing salary £390 per year Or morc 
| in confidence to if warranted by past experience and 


”’Phone your Classifieds to CHA 8844 (Ex 25) 


Present position, Our own staff know 
of this advertisement 

“032 J oe &O J ( 
Box 5028 Box Ad. Weekly 1 Fleet St C4 


SALES PROMOTION AND PUBLICITY 
Young man .assistant required by well 
known manufacturers of Cycle and 
Motor Specialities near Coventry 
Position would suit young man who has 


Advertiser's Weekly 180 Fleet St EC4 


completed National Service and already 


FIRSTCLASS VISUALISER with sound had some preliminary experience in 
igency expericnce for small but busy < ommercial Advertising. Siaff pension 
London agency Some finished work scheme; S-day week; canteen facil 
Holiday by arrangement Apply 
Box 4978 Ad. Weekly 180 Flee: St EC4 Bor mx S031 Pad Weekly 180 Fleet St EC4 
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Jury 9, 


APPOINTMENTS VACANT 


MATHER & CROWTHER LTD. 
EXPERIENCED 
TRAFFIC MAN 


required for 
PRINTING DEPARTMENT 
Age 


alert, 
! 


1983 


about 30. Enthusiastic, 
able to progress intern- 
ally and = externally work 
going through a busy and 
rapidly expanding department. 
A knowledge of all branches 
of printing and blockmaking 
essential. Write stating salary 
required to 


Director, Creative Dept. 
Mather & Crowther Ltd., 
Brettenham House, 
Lancaster Place, London, W.C.2 


VOUCHER CLERK required by West- 
End Agency Salary according to ex- 
perience. Apply to Lambe & Robin- 
son Lid. Sceptre House, 169 Regent 
Sucet, London, W.1 

SHORTHAND TYPIST. 


Public Relations 


GIRL. For 
Department of Ad- 
vertising Agency Good Typing 
essential. Preferably someone anxious 
groundwork of journalism. 

7 a week No Saturdays. 

GERrard 
WELL-EDUCATED 
busy 


cheerful 


2633 


and capable teenage 
publicity department 
and willing to cope 
many jobs that fall to a 
t Excellent Prospects GALA 
LONDON 48 Burlington Arcade, 
Piccadilly, W 
ot TDOOR Pt BLICIITY 
EXECUTIVE ren ired by 
Agency for wk on important 
national acc nats. Salary according to 
qualifications Apply to Lambe & 
Robinson Ltd, Sceptre House, 169 
Regen: Street, London, W.1 
CLASSIFIED ADVERTISING 
GER, one with experience and idcés 
and who can build business from 
ground up, needed by a growing 
daily 
Box 


ACCOUNT 
West-End 


MANA- 


$033 Ad. Weekly 180 Fleet St EC4 


LAYOUT MAN 


Required by London Agency 
slick worker, able to adapt 
mark-up accurately Write 
age and salary required to 
Art Director, 


Box 5057 
Advertiser's Weekly 180 Fieet 61 EC4 


Clean 
and 
stating 


COPYWRITER WANTED for Advertis- 
ing Department which has to cover a 
wide range of commodities Interesting 
and varied work Superannuation 
Scheme. Write giving details of experi- 

and salary expected, to 
Ad. Weekly 180 Fleet St BC4 


TYPISI required as 
> buyer Experience in 
charging space an 
weck. Good position 
“cts for energetic girl. Apply 
Bowden Ltd 6, Stratton 

1 


PERSONAL ASSISTANT 
female) required by Acting Company 
Secretary Thorough knowledge of 
book-keeping ind)=6PAYE essential 
Some experience of Advertising an ad- 
vantage Five-day weck Pension 
Scheme Write stating age, experience 
and salary required. to 
Box S058 Ad. Weekly 180 Flee: St EC4 


APPOINTMENTS WANTED 


YOUNG CINEMA 
Wes End used to 
staff supery m, of 
PBI iCITY. AND 
TIONS used 1 
first, now requires 
tion - gr 
willing to train 
Box S041 Ad Weekly 


(maic o 


MANAGER (26) 
handling money, 
SPECLALISING 
PUBLIC RELA 

nard work, business 
“normal” occupa- 

anything considered, 


ssive) 


180 Fleet St EC4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS WANTED 


ADVERTISING 
am conmeern 
Agency -Industry 

where 


MANAGER of 
with over 25 
experience, seeks 

ideas, drive, infectious 

and sincerity will 


world- 
years’ 


Ad. Weckly 180 Fleet St BC4 


YOUNG EXECUTIVE 
responsible position 

magazine publishers, wishes 

and work in country town, 

or South-West Used to hard 

and initiative; experienced in 
advertising, publicity, production, 
space buying, exhibitions and e¢di- 
torial. Most adaptable. Please write 

Box 50! 


with 


= 5054 
Advertiser's Weekly 180 Fieet 81 EC4 


ASSISTANT EXECUTIVE, aged 29. 
seeks opening in medium/smal! agency 
Or as assistant advertising Manager. 

Box S052 Ad. Weekly 180 Fleet Si: BC4 


Production 
Manager... 


under 40, with nearly 20 years in 
leading London Agencies. Used to 
very high standard Specialist in 
reproduction processes—press and 
print. Sound knowledge of layout 
Flair for tasteful typography Ad- 
ministration and staff control. Old 
enough to ‘know how'—Young 
enough to be adaptable. An invest- 
ment for Agency or Manufacturer 
Salary required about £1,000. 


Box 5020 
Advertiser's Weekly 180 Fleet St EC4 


SHORTHAND-TYPISTS. Private Secre- 
taries, Clerks, etc If you 
urgent staff, contac 
Bureau, Excel House, 
Street, W.C.2. (WHtehall £924) 
Specialise in efficient personnel 


STUDENT. Virile mind, able to 
ise; knowledge layout; keen copywriter 
wishes to join Agency to develop high 
creative potential. Salary unimportant, 
Box 4341 Ad. Weekly 180 Fleet St EC4 


SECRETARY ACCOUNTANT with 
mate knowledge of the 
ness. Seven 


need of 


visual 


inti- 
publishing busi- 
years experience in close 
cooperation with directors covering 
all financial aspects of journal pro 
duc:ion Budgetary control and per- 
sonal preparation of accounts for audit, 
Highest ‘ntegrity, ability and initiative 
Available soon Reasonable salary 

Box S019 Ad. Weckly 180 Fleet St BC4 


CAN ANY AGENCY use the services of 
highly qualified films officer (full time) 
Comprehensive knowledge of film pro- 
duction and distribution Phirty-four 
years’ experience England and abroad 
Box S016 Ad. Weekly 180 Fleet St BC4 


ADVERTISER covering Scotland, desires 
agencies as Subscription Representative 
on Free-Lance Basis Would also 
consider any other Advertising Sales 
Proposition 
Box 4048 Ad. Weekly 180 Fleet St BC4 


ADVERTISEMENT DIRECTOR desires 
change, purely personal First-class 
selling record at director level. good 
connections Advertisement Manager 

representative's position con- 
Publicity Manager's position 
considered Own personal secre- 
available 
$049 Ad. Weekly 


REPRESENTATIVE of 
ing and Stereo and Electro-typesetting 
Company, aged 37, secks permanent 
position in South Devon. Has further 
qualifications in clectronics and = engi- 
neering, exceptionally versatile, amy- 
thing considered 
Box S0*1 Ad. Weekly 180 Fiect St BC4 


‘err ee MANAGER, cx 
cks similar appointment or 

sedi Executive of Production post 
with reputable Agency Available at 


180 Fleet St BC4 


Process Engrav- 


me 

Box 4912 Ad. Weekly 180 Fieet St BC4 

ADVERTISEMENT SPACE EXECLU- 
TIVE with wide experience, would like 
to place his knowledge and persuasive 
personality at the disposal of realisti- 
cally progressive publication 


Box £040 Ad. Weekly 180 Fleet St BC4 


FREELANCE COPYWRITING 
required for Technical an 
advertising Only fully 
men should apply. Details 
samples of work to Obclrichs 
tising Lid. 30 Secotlang § Sh 

MY CONVINCING COPY «+ 
goods 
Box 5047 Ad. Weekly 180 Fleet St 

NEWSPAPER AND MAGAZINI 
prictors ree-Lance Adv« 
Representative with Fleet 
can undertake to represent 
publications Exceptionally 
perience. Box W.3061, Haddor 
bury Square, London, E.C.4 

FIRST-CLASS experienced artsts = re- 
quired for free-lance work Artists of 
high standard employed ful! time (par- 
ticularly letterers and retouc a 
accepted if reliable. Details pleas 
Box 4954 Ad. Weekly 180 Ficet St ECs 


MISC NEOUS 


CLAPHAM 
ADVERTISING STUDIOS 


dex 
Salis- 


First class Models 
available for all Studios 
Anything supplied for 


photographic illustrations from 
a flea to an elephant. 


Give us a ring Day 
or Night 
MACaulay 862! 


23 The Pavement 
Clapham Common - S.W.4 


BUSINESS OPPORTUNITIES 


PUBLICIVY AGZNT required by Man- 
aging Director wishing to increase his 
firm's sales of medium to better class 
afternoon and evening dresses, suits, 
etc. Applicant must be able to intro- 
duce buyers and principals (Director not 
averse to giving partics and any other 
assistance necessary) and devise prac- 
tical methods of keeping the firm well 
in the picture. Please siate fullest par- 
ticulars when replying in confidence to 
Managing Director 
Box 4953 Ad. Weekly 180 Fleet St BC4 

A GOOD CENTRAL ADDRESS with 
telephone available for country Printer’s 
London Office. Apply 
Box 5042 Ad. Weekly 


180 Fleet St EC4 


PRINTING OPPORTUNITY 


Representative with above £3,000 turn 
over is invited to invest £250, in 
established Smail Central London 
Letterpress House, now ready to 
expand 


Box 5043 
Advertiser's Weekly 180 Fieet 6: EC4 


IDEAS WANTED fo 
ness name Slogan and 1 mark 
£20 paid. Write for particu! 
Box S053 Ad. Weekly 180 Fk 


new fi busi 


thos 


SHOW CARDS, CUT-OU'S 
ADVERTISING FOLDERS 


by photo-litho or k aon an 
photo-litho process pl 
CARILLON PRESS i ™ 
Colour Printers. Bo outh 
Telephone Boscombe + 

London Office 98-100 Fle reet, 
B.C4 Phone: CEN 1740 


Fine 


TO DEVELOPMENTS 
concentrating their 
main aphere of 
invite inquiries 
may be 
small, 
Sum of 


OWING 
necessitate 
in their 
publishers 
cipals who 
purchasing 
farming journal 
involved 
Box 6023 Ad 


TECHNICAL PUBLICATIONS 


which 
activities 
publishing, 
from prin- 
interested in 
well-established 
about £500 


Weekly 180 Ficet St BC4 


sketch pads... 


Perspective sketches made 
simple! Each pad contains 
overprinted grids, making 
three dimensional sketching 
swift and simple. Ideal for 
Designers, Artists, Technical 
Illustrators, etc. 


TECHNI-PAD 


for perspectives 


Price 


4 2 per pad, 

No Tax 
TECHNIGRAPHIC (BRISTOL) LIMITED 

Hampton Lane, Bristol. 6. Tel. 36398 


ACCOMMODATION 


NEAR HOLBORN, KINGSWAY, 3 
offices (one with ample light), £5 pw 
inclusive of light and rates. Phone 
HOL 6502 

STRAND, W.C.2. Suite of 
siuudio or drawing office 
Offices to ict at £6 
Taylor, 79 Gloucester 
FLA 8540 

AVAILABLE SHORTLY. 2 attractive 
offices being completely redecorated, 
Ist Floor Ideal approach Situated 
one minute Piccadilly Circus, Ws. per 
week cach incl. rates, Repiy in writing 
Crawford (offices), 15-17 Blackfriars 
Lane, a 

STUDIO, 
offered by 


working 
and 2 smal) 
pw. inclusive 
Road, S.W,7 


rent free with all services, 
West End Agency to one 
or two free lance versatile commercial 
artists in return for roughs and ideas 
Finished work to agreed prices. Write 
in the first place to 

Box 5056 Ad. Weckly 180 Fleet St BC4 


ALES AND WA 


SPECIAL OFFER, Duplic ating 
Watermarked white qto ’ 
tinted gto. 8/9; fsep 
hu 6 manilla 9/9 
mailing 16/6; Quantity 
clean, 13 Monmouth 
bury Avenue, W.C.2 


paper: 


discount 
Street, Shafies 
TEM 6332/3 


STUDIO & ART 
DEPARTMENTS 
Outsize White 
(medium weight) 


0 in 
40 in 
60 in. 


Cartridge 
in 25 yard 
wide 25s 
wide 34s 
wide ‘0s 

80 in. wide 73s 
The Studio's multi-purpose 
very suitable for 
ground 


Send for samples. o¢ cash with order 


HARPER & TUNSTALL LTD., 
leto Works, High Street, 
Edgware, Middlesex. 

Phone: EDG: 4455 (5 lines) 
Manufacturers and Suppliers of all 
Drawing Office Materials 


Paper 
rolls 


paper 
photography back- 


PRINTERS 


A WIDE EXPERIENCE of Advertising, 
Publicity, and Commercial work 
colour Deliveries 
to time kK competitive 
SLINN'S LTD... Wellingborough Road, 
Northampton. Phone 2259 


PERSONAL 


DEBTS collected through Britain. No 
result -—- no charge. Brilegal (iistab. 
1919), 0 Leeds Rd. Bradford 


"Phone your Classifieds to CHA 8841 (Ex 25) 
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ADVERTISER'S WEEKLY 


FURNITURE & 
FURNISHING 


trades and associated 


industries must 


advertise in the 


FURNISHING TRADI 
DIRECTORY A 


ENCYCLOPEDIA 


Buyers Guide 


THE ONLY VOLUME 
containing comprehen- 
sive A.B.C, lists of Manu- 
facturers, Wholesalers, 
Agents, Retailers, Sup- 
pliers, and the Classified 
Buyers’ Guides. 

The ‘F.T.E.’ is the trade’s 
most widely used ref- 
erence book for market- 
ing information — and 
therefore its indispensable 
advertising medium. 


s/ tus erP 


Every subscriber to 
Furnishing World receives 
a copy of each annual 
edition; thus a thorough 
trade coverage is assured. 
Write to-day for rate card 
and further particulars of 

— -» ~~ the 1954 edition. 

4 mo 

sie - 


— STOP 


Tuurspay, Jury 9, 1953 


PRESS — 


PRINTING FIRMS 
AMALGAMATE 


A scheme of amalgamation be- 
tween W. Speaight & Sons Ltd. 
and St. Clements Press Ltd. in no 
way affects the staff or manage- 
ment of the two firms which will 
continue as separate entities. 
specialised services to 
given by each firm will continue as 
hitherto. 

The undertakings and assets of 
the two companies have been trans- 


| ferred to a new company which has 


now assumed the name of St. 
Clements Press Ltd. The business 
hitherto carried on under the name 
of W. Speaight & Sons Ltd. will 
continue in future as an autono- 
mous department of St. Clements 
Press Ltd. trading under the name 
of W. —— & Sons. 


FLEET STREET COLUMN 
CLUB GOLF MEETING 


The Fleet Street Column Club 
Circle held their summer meeting at 
Addington on Tuesday. The results 
were: 

Reg Curtis Cup: J. Fitzpatrick, 
after a tie with H. Brooking, who 
won the runner-up prize. 

Best first nine: EK. W. Sellar, 
after a tie with M. Chavasse. 

Best second nine: J. Sime. 

Foursome winners: J. Fitzpatrick 
and J. Sime. Runners up, R. Hall 
and E. W. Sellar. Best first nine: 
H. Fish and H. R. Simmons, Best 
second nine: A. R. Everett and 
H. D. Varley. 

H. R. (“Dick”) Simmons pre- 
sented the prizes, which were given 
by H. Brooking, J. H. Butler, M. 
Chavasse, G. Le Fevre, G. Martin 
Lewis, H. R. Maughan, R. Nash. 
and S. H. ‘Vincent. 


CAMBRIDGE SPECIAL 
AREA HEARING 


An inquiry into an application 
for special control in Cambridge, 
will be heard there on Tuesday. 
The Outdoor Advertising Industry 
Advisory Committee have agreed 
the county scheme, but are oppos- 
ing as regards two small areas in 
the city of } Commanige. 


FILM STRIPS FOR 
STUDY COURSE 


A series of twenty  filmstrips, 
covering the two final years in the 
ordinary national certificate course 
in electrical engineering, has been 
produced by the technical publica- 
tions department of Mullard Ltd. 
It is claimed that these filmstrips 
are first of their kind to be pro- 
duced to cover a specific course of 
study. Although prepared  prim- 
arily for the assistance of lecturers 
and teachers in technical training 
establishments, many of the strips 
are suitable for senior science 
classes in grammar schools and for 
Staff and apprentice training. 

Strips were made and will be 
distributed by Unicorn Head, 
Visual Aids Ltd. 

Mrs. Newton Sharp, well-known 
fashion adviser, has been appointed 
news editor in charge of publicity 
at Harrods. 


“Published b by the Proprietors ” BUSINESS PUBLICATIONS, Led., at their office at 180, Fleet Street, London, E.C.4 
July 9, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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As an expression of appreciation 
of Alan Taylor's five years as 
honorary secretary of the British 
Sales Promotion Association, a 
presentation was made to him by 
Adrian F. Latham, president of 
Association, on behalf of past and 
present members of the council, 
The gift was a suitably inscribed 
circular “Sunray” electric wall 
clock. 


Campaign promoting the advan- 
tages of rubberised bitumen road 
surfaces launched by Downtons 
ltd. for The British Rubber De- 
velopment Board, with full pages 
in trade and technical press. 


Stuart Hirst Ltd. (Leeds), ap- 
pointed agents for John H. Heron 
Itd., manufacturers of Froment, 
pure wheat germ health food 
(health publications). G. & 5S. 
Wright, Ltd., manufacturers of the 
formashayd loose cover lamp 
shade. 

Kennerley Edwards & Associates 

ted to handle public relations 
for launching of new bible in strip 
cartoon form being printed in four 
colours and published by Thorpe & 
Porter Ltd. (Leicester). The Old 
Testament will sell at 12s. 6d. and 
the New Testament at 8s. 6d. 


Annual conference Incorporated 
Sales Managers’ Association, Palace 
Hotel, Buxton, May 22-24. 


Lawrence W. Borham, account 
executive at MecCann-Erickson Ad- 
vertising Litd., umpired the Alec 
Bedser benefit match between the 
regular Surrey County C.C. side 
and his home club Thornton Heath. 


Offices of Rumble, Crowther & 
Nicholas Ltd. will be closed next 
Wednesday for annual staff outing 

to Margate and back aboard 
“Royal Sovereign.” 


Geoftrey Young, publicity mana- 
ger of Selfridges Ltd., talked about 
Selfridges’ Coronation decorations 
on “Radio Newsreel” on Tuesday. 


McCann - Erickson Advertising 
ltd. «appointed agents for the 
Rexall Drug Co., Ltd. and its new 
subsidiary V.C.A. Pharmaceutical 
itd. Press ads for Bisma-Rex, a 
Rexall product for indigestion relief, 
have been prepared. 


PY. B. Dumbell, managing direc- 
for, turner Manufacturing Co., 
Lid., Wolverhampton, has accepted 
office of president of Publicity Club 
ot Wolverhampton. 


Kingscott Ltd. aprointed for 
t. F. Ranger (Ferring) Ltd., makers 
of Easimow motor mower-roller. 


On behalf of directors = of 
Birmingham Gazette & Despatch 
Itd., R. P. 1. Gibson, chairman, 
presented gold watch to R. Morley- 
White, retiring editor of “Sunday 
Mercury.” Presentations also from 
staff. 


(Phone: Chancery 8844.) 
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